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Jefferson Air-Cooled Transformers 
In Big Diesel Plant 


e © ¢ Supply 110-Volt Current at Power Rate 


A leading Diesel plant uses 440-Volt 
three-phase power for its motor-driven 
equipment, but for its lights, fans, 
drills, heaters, blue print machines and 
similar small equipment 110-Volt single- 
phase current is desirable. 

To provide this low voltage current 
20 Jefferson Air-Cooled Transformers 
(up to 15 KVA) were installed in vari- 
ous parts of the plant, connected to the 
lower cost power circuit. Besides 


cutting down the electric bill they save 
thousands of feet of duplicate copper 
and conduit which would otherwise be 
required. 


Save Copper and Duplicate 


Wiring 

In your plant too, Jefferson Air- 
Cooled Transformers will repay the in- 
Install 


them wherever you need 110-Volt serv- 


vestment many times over. 


ice for lights on or near machines, and 









for tools, heaters, ete. 


Write for Bulletin No. 341-PCT 
containing all information. JEFFER- 
SON ELECTRIC COMPANY, Bell- 
wood (Suburb of Chicago), Illinois. 
Canadian Factory: 535 College Street, 


Toronto. 
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@ Now—for the first time—you can offer circuit 
breaker protection for the home at a low cost 
—a price comparable to that of a good range 
switch and fuses! 

The Multi-breakeR is small and attractive— 
can be installed in any wall of a home. It pro- 
vides switching in each branch circuit. 

To the user, the Multi-breakeR means com- 
plete protection and a reduction in service in- 
terruptions; the elimination of the trouble and 
repeated expense of obtaining, storing and 
changing fuses. 

To you, the Multi-breakeR offers the oppor- 
tunity of introducing a much needed electrical 
convenience — one that will bring you imme- 
diate sales at a good profit. 

Be the first in your community to show the 
new Multi-breakeR Load Center to contractors 
and power companies. It’s ideal for electric 
range installations and rural electrification. 

The demand for the Multi-breakeR will be 
quick and heavy. It is advisable for you to 
place your stock order early. An attractive 
counter display will be included. 

Bulletin CA-541 fully describes the Multi- 
breakeR. 
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A New Responsibility 


OR several years electrical wholesalers, through 

both their national and local associations, have 

been persistently recommending to the manu- 
facturer that he discontinue his local warehouse 
stocks. 

The report of the conduit committee of NEWA, 
as approved by the membership at Hot Springs in 
May, contained these paragraphs: 

“Last year your committee recommended ‘the dis- 
continuance of manufacturers’ local warehouse stocks 
for the reason, among others, that sales and deliver: 
ies out of these stocks through warehouses or 
through agents result in unfair price discrimination 
against those wholesalers who do their own ware- 
housing and otherwise perform the full distribution 
service for the manufacturer.’ 


“When a local manufacturer’s stock is established, 
instead of incurring similar additional expense for 
maintaining warehouses, your committee feels other 
manufacturers should take advantage of their whole- 
salers’ warehousing facilities and properly compen- 
sate the wholesaler for performing the warehousing 
function. This we feel would very much curtail the 
establishment of such warehouses and save money for 
everybody.” 

Although less than three months have elapsed 
since this report was adopted, several conduit manu- 
facturers have already withdrawn their local stocks. 
Other manufacturers, it is reported, plan to divert 
their existing stocks to the consigned accounts of 
their wholesalers as rapidly as possible. From pres- 
ent indications, New York, Chicago, Philadelphia 
and Boston will be free of such stocks by the middle 
of August. 

This purely voluntary action on the part of the 
conduit manufacturer is evidence of his desire to 
cooperate with his wholesalers. It is now very 
definitely up to each individual wholesaler to give 
tangible evidence of his appreciation. 

Why has the manufacturer maintained these stocks 
in the past? There are two principal reasons. 
1. To secure adequate distribution. 2. To insure 
adequate inventories. Unless these are both provided 
for him by the wholesaler, the manufacturer will be 
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compelled to return to his former policy and main- 
tain his own local stocks. 

It now becomes the responsibility of the whole- 
saler to maintain at all times a stock of conduit 
sufficient to meet the needs of his territory. He can 
no longer depend upon pick-ups from the local stock 
maintained by his supplier. Inasmuch as conduit 
is generally carried on a consignment basis, no 
additional investment is required. The wholesaler 
is only called upon to provide the necessary ware- 
house facilities. The larger wholesalers already have 
these facilities, but many smaller distributors must 
acquire them. Hence, under the new set-up, the 
larger wholesaler is not only called upon to maintain 
stocks adequate to serve his own trade, he must also 
be in a position to provide a pick-up service—at a 
reasonable charge, of course—for his fellow 
distributors. 

The small wholesaler, with limited warehousing 
facilities, formerly leaned heavily on his manufac- 
turer’s local stock. He cannot be expected to develop, 
overnight, adequate facilities of his own. Unless he 
is provided for, however, the manufacturer will lose 
some of his local distribution. 


HE responsibility of providing this service 

falls upon the larger wholesaler. For this 
service he is entitled to a reasonable service charge. 
A service charge which will not only go far towards 
stabilizing market conditions, but will also provide an 
incentive for the smaller distributor to promptly 
improve his own facilities. 

For these reasons it is quite apparent that, unless 
the manufacturer has at least one wholesaler in each 
area who maintains a key stock, he cannot help but 
lose some of his distribution. 

It is now up to the wholesaler to do his part, and 
cooperate with his manufacturer to the fullest extent. 
Otherwise the manufacturer, in self-protection, may 
be compelled to again establish his own local stocks. 
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GET READY NOW FOR 
OCTOBER'S 
SUPER CAMPAIGN 
TO SELL 1,000,000 
1.€.S. BETTER SIGHT 
LAMPS IN 3! DAYS! 





A vital part of this fall’s Better Light-Better Sight 
Program is October’s super campaign to sell 1,000,000 
1.E.S. Better Sight Lamps in one month’s time. 


40,000,000 advertisements on [.E.S. Better Sight Lamps 
will feature this “Second Birthday” celebration of I...S. 
Better Sight Lamps in October . . . the time when mil- 
lions of boys and girls and men and women need better 
light for close seeing tasks as days grow shorter. 


The entire electrical industry is participating . . . includ- 
ing all I.E.S. Better Sight Lamp manufacturers who will 
offer “Second Birthday” Specials—lamps that represent 
the best value ingenuity can devise and which will all 
carry a special blue and gold I.E.S. Birthday Tag. 


Every electrical jobber should do these four things now 
to get ready for this big drive for more I.E.S. Better 
Sight Lamp and Mazpa lamp sales and profits: 








1. Get full details from the G-E Sales Division Office serving you 
and hold a meeting with all your salesmen to tell them about this 
big campaign. 

2. Plan special a se. af of your own to sell I.E.S. Better Sight 
Lamps to offices, schools, hotels, public buildings, etc. 

3. Order your supply of these lamps and line up your electrical 
dealers, department stores, hardware stores, Mazpa lamp agents 
and others. Tell them about this drive. Urge them to put in 
ae windows featuring I.E.S. Better Sight Lamps in October 
along with Mazpa lamps made by General Electric. 

4. Follow ih 8 with General Electric’s 3-point program for 
merchandising Mazpa lamps. 


This powerful two-color spread 
scheduled for the Saturday Even- 
ing Post is part of $85,000 worth 
of advertising featuring I.E.S. 
Better Sight Lamps in October. 
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Wholesalers ARE Selling IES Lamps 


Besides selling to many utilities and department stores, elec- 
trical wholesalers are making quantity sales of IES portables 
to industrial and commercial users. “Birthday”? models with 
improved styling, new bridge and end-table lamps added to line 


HERE appears to be a general 

impression among  manufac- 

urers of both incandescent and 
portable lamps, among department 
store and utility buyers, and even 
among many wholesalers themselves 
that IES lamps are not a wholesaling 
item, that they must necessarily be 
purchased directly from the manu- 
facturer by the retailing outlet. 

One prominent manufacturer re- 
cently made the statement that the 
wholesaler was of no use to him ex- 
cept in towns of under 10,000 popu- 
lation, which his own men did not 
cover. He was anxious to secure 
wholesaler distribution that would 
reach these towns, but he expected 
the wholesaler to content himself with 
picayune orders from small town re- 
tailers. This man like many others 
believes that, because they are port- 
able, IES lamps are style merchan- 
dise and should be sold as such. He 
fails to appreciate that this particular 
type of lamp is first of all an effi- 
cient source of illumination, that its 
styling is secondary to its utility. 


As a matter of fact, electrical 
wholesalers have been selling IES 
lamps in quantities for over a year. 
They have very definitely established 
themselves as logical distributors for 
this product. 

General Electric Supply, Graybar 
and Westinghouse Supply have each 
put special promotional effort behind 
this line, and the annual sales of each 
of these distributing organizations run 
well up into six figures. A number 
of independent houses are now mov- 
ing these lamps at the rate of several 
thousand a year, and here and there a 
hardware or specialty distributor is 
doing an outstanding job. 

Several manufacturers now offer 
special wholesaler models and at least 
one is selling exclusively through 
wholesalers. Another, whose line is 
designed for commercial and indus- 
trial use, states that the “great ma- 
jority” of his lamps are sold by 
wholesalers. 

The task of pioneering these new 
lamps has very largely been assumed 
by the utility companies, who stand 


to gain from substantial increases in 
their domestic lighting revenues. 
However, this fact by no means elimi- 
nates the wholesaler from the picture. 

Take New York City, for exam- 
ple, where the utility no longer en- 
gages in merchandising. Early this 
year, the New York Edison Co. spon- 
sored a six weeks’ promotional cam- 
paign. Some 2,000 dealers, including 
the large department stores, partici- 
pated. All purchases were made 
through five local wholesalers. The 
success of this campaign aroused the 
ire of a certain element in the depart- 
ment store field who apparently con- 
sider it beneath their dignity to 
recognize any source of supply other 
than the manufacturer. And _ yet, 
when this campaign was launched, 
the department stores laid in an aver- 
age supply of only two dozen lamps, 
while the wholesalers unhesitatingly 
placed initial orders for at least 500 
lamps apiece. One New York dis- 
tributor who has moved over 3,000 
lamps in the past six months, reports 
that 80 per cent of his sales have 
been to department stores. 

But to get back to the utilities, 
many of whom still continue to en- 
gage in the merchandising business, 
and who are prone to buy direct from 
the manufacturer whenever possible. 
This type of utility can be sold, and 
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actually is being sold by the whole- 
saler. Up in New England, Wetmore- 
Savage has been successful in secur- 
ing the IES campaign business of 
every utility but one in its territory, 
against the competition of direct-sell- 
ing manufacturers. The Georgia 
Power Co. placed an initial order for 
1,000 lamps for its campaign, and 
placed it with a wholesaler. Graybar 
reports that its IES sales are very 
largely to utility companies. 

There are several reasons why it is 
to the utility's advantage to buy these 
lamps from local wholesalers. In 
the first place, the wholesaler knows 
that he must have turn over to make 
a profit. He stocks only a limited 
number of IES models, the popular- 
priced, fast selling items that are best 
for campaign purposes. The direct- 
selling manufacturer, on the other 
hand, spreads his efforts over a broad 
line of from 20 to perhaps a hundred 
different numbers. Also these lamps 

e bulky. For the utility to buy di- 
rect, maintain large stocks, and re- 
ship to its various outlying branch 
offices, is expensive. The wholesal- 
er’s warehouse and delivery service 





New types and improved styling feature the latest Fall models 


provides a definite economy. Then 
there is the reciprocity angle. The 
direct-selling manufacturer is usually 
through when he books a big order 
from the utility. Not so with the 
wholesaler. He follows through for 
the repeat orders, but more impor- 
tant still, he does not content himself 
with the utility’s business. He de- 
velops dozens of other retail outlets 
and every lamp sold by these dealers 
means more current sold by the util- 
ity. Because of this load-building 
service, which the wholesaler renders 
without cost to the power company, 
he deserves recognition in the form 
of the utility’s IES business. Most 
utility buyers are fair minded and sev- 
eral wholesalers have successfully 
used this reciprocity appeal. 
Furniture stores have always been 
an important outlet for portable lamps 
for the home. One manufacturer, 
who had been unusually successful in 
selling these stores, entered the IES 
field but, after a few months of sell- 
ing effort with his own sales force, 
sought wholesaler distribution for his 
IES line. His own salesmen knew 
how to sell style merchandise, but 




























they fell down on IES lamps. They 
failed to realize that, with these lamps, 
style was secondary to utility, that 
they were selling something more 
than bases and shades. 

There is another important field for 
these lamps which only the whole- 
saler can effectively develop. This 
consists of the many thousands of in- 
stitutional, commercial and industrial 
accounts which are regularly called 
upon by the wholesalers salesmen. 
They offer tremendous possibilities 
for the sale of IES lamps in substan- 
tial quantities, for orders that carry 
real profit for the wholesaler. A 
few typical sales are listed herewith. 
While a few were made by utilities 
and one was taken direct by the lamp 
manufacturer, in most cases the pros- 
pects were developed and sold by 
wholesalers’ salesmen. 

Colleges and preparatory schools 
need IES lamps for their dormitories 
and libraries. Good lighting con- 
serves eyesight, improves scholarship. 
The U. S. Naval Academy bought 
over 1,500 IES lamps when it was 
discovered that, upon graduation, over 
26 per cent of the midshipmen were 





Before and after at Annapolis, a typical example of the school and college market 
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unfit for service as line officers due 
to defective eyesight, largely brought 
about by studying under poor light. 

Several manufacturers are now 
offering swivel models for use over 
desks, also for accounting and tabu- 
lating machines. Some can _ be 
clamped to the side of the desk or 
machine; others are floor models. In 
offices, where general illumination is 
insufficient, these models provide an 
economical solution of the lighting 
problem. 

A few hotels have already seen 
the value of the table models for the 
writing desks in their guest rooms. 
Banks and libraries, also insurance 
companies, which use colored cards, 
are excellent prospects. 

The Illuminating Engineering So- 
ciety has now broadened its specifi- 
cations to include two new types of 
IES lamps, a bridge lamp and an 
end-table lamp. The latter, 23 inches 
high, is five inches shorter than the 
conventional table model. These new 
types are now in production, and were 
on display last month at the New 
York and Chicago lamp shows. 

This year’s lamps are much more 
attractive than the earlier models. 
This fact alone will widen the market. 
Thousands of homes which already 
have a table or floor lamp, will add 
a new bridge lamp or a pair of end- 
table models. The ambitious cam- 
paign of national advertising which 
will mark the second anniversary of 
the IES lamps will further stimulate 
the market. A goal of one million 
lamps for the month of October has 
been set. 

In view of all these facts, it cer- 
tainly appears that any wholesaler 
who fails to get behind IES lamps this 
fall is overlooking a real opportunity. 


These new models were displayed at the New York and Chicago lamp shows last month 











A Few Typical Examples 


of 
Sales of IES Portables 


to 


Schools, Institutions and Business Firms 


Accounting 

Statistical Dept.. GE. Co., Nela Park... ........2ccesee0: 8 Bracket Lamps 
Banks 

Huntington Nat’l Bank, Columbus, O......................05. 28 Lamps 
Corn Exchange Bank, Long Island City........................ 20 Lamps 
Dormitories 

U. S. Naval Academy, Annapolis....................-. 1460 Table Lamps 
Baylor Preparatory School, Chattanooga, Tenn........... 51 Table Lamps 
Mount Holyoke College, South Hadley, Mass........... 36 Table Lamps 
Mass. State Agricultural College, Amherst.............. 300 Table Lamps 
State Teachers’ College, Canyon, Texas................ 24 Table Lamps 
Davidson College, Davidson, N. C.................648- 272 Table Lamps 
Drafting Rooms 

Be Wee I, TNO nn os kncnswenesczeces ......+ 12 Bracket Lamps 
Hotels 

Georgian Hotel, Athens, Ga...... wedues ‘ia panned ease 100 Table Lamps 
John Marshall Hotel, Richmond, Va................... 75 Table Lamps 
Housing 

Techwood Housing Project, Atlanta, Ga.......... vas ds 260 Table Lamps 
Libraries 

Baylor Preparatory School Library, Chattanooga, Tenn..... 18 Table Lamps 
Offices 

A. C. Dutton Lumber Co., Poughkeepsie, N. Y........... 28 Bracket Lamps 
Printing 

Standard Printing Co., Cleveland................ 5 Pin-It-Up Type Lamps 
Professional 

A New York Law Firm............... Sadan ieee ... 18 Floor Lamps 
Salesman’s Prizes 

A distributor of vacuum cleaners, selling from house to house. 12 Lamps 
























































































The Contractor. 


And the Wiring Job 






the Wholesaler 


There are certain functions which the wholesaler can and 


should perform for the contractor on each wiring job. 


When they are properly carried out, the contractor 


benefits by buying all his materials from the wholesaler 


E were on the campus of the 

University of Washington, 

watching construction work on 
the new chemistry and pharmacy build- 
ing. Concrete was being placed and it 
seemed to be burying more conduit than 
would be necessary for a 30-story sky- 
scraper. The time being propitious 
and the surroundings conducive to 
thought and analysis, I asked Mr. Carl- 
son to review, if he would, the fundamental relationships 
which exist between the contractor and the wholesaler 
in relation to a specific job—to this job. 

He gazed for a time at one of the buildings nearby, 
probably the one devoted to history, and came back: 
“You have heard of the seven hills of Rome, haven't 
you? When it comes to a construction job of this kind, 
the electrical end cf it depends on seven factors.” With 
a stick he made a rough circle connecting up seven areas. 
“Here’s the idea,” he said. “The electrical contractor is 
tied in with six other main factors. They all must work 
together. Start with the owner; then come the archi- 
tect, consulting engineer, contractor, wholesaler, manu- 
facturer’s representative and finally the electrical 
inspector. 

“As soon as the contract is awarded, a certain rela- 
tionship is formed between the seven factors. A circle 
of interests at once comes into existence. I have placed 
the contractor and wholesaler side by side in this circle, 
because their relationship is the most intimate.” 

“All right,” I said, “let’s talk particularly about those 
two in connection with this job. First, what is the 
nature of the job itself?” 

“The electrical contract on this building,” he replied, 
“amounts to $70,000. It involves such items of materials 
and equipment as: 100,000 ft. of conduit, 600 ft. of 
which is six-inch, not carried in wholesaler stocks and 
obtained from the factory; experimental switchboard for 
both a.c. and d.c., with separate wiring conduit systems 
threughout the building; 4000 outlet boxes; six 200 
kva. transformers; circuit-breakers throughout and not 
a fuse in the whole installation; ceiling outlets controlled 
by ceiling pull switches; telephone circuits and watch- 
men’s stations ; remote control switches for exhaust fans; 
approximately 60 fan motors in the ventilating system; 
clock and bell systems throughout the building; 400- 
ampere bus gutter in two laboratory rooms and 200- 
ampere d.c. bus gutter suspended in ceiling. 
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An Interview With 


O. A. CARLSON 
O. A. Carlson Electric Co. 
Electrical Contractors, 
Seattle, Wash. 


By Henry W. Young 


“It is easy to seg that this job is a 
special one. It would not be surpris- 
ing if the seven-factor circle were 
broken into. There are special pieces 
of operating equipment, items not 
stocked locally, carload shipments, etc. 
The contractor on a job of this size 
might think he should buy direct on 
some items and sidestep the whole- 
saler. The manufacturer, through his 
representative might think that on this special equipment 
he ought to go around both of them. The owner and the 
consulting engineer might agree that certain parts of 
the intricate installation and special laboratory arrange- 
ments did not come within the scope of the contractor’s 
ability and seek to handle them in some other way. 

“I am happy to say that in this case the circle 1s 
intact. As contractors, we are furnishing all of the 
electrical equipment and materials on this job and getting 
our legitimate profit. All of it, special or standard, stock 
or direct shipment, is passed through the wholesaler and 
he gets his legitimate profit. All of the electrical in- 
stallation work is done by the contractor.” 

Agreeing that this was an ideal set-up, I asked him, 
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then, to explain just how he and the wholesaler or whole- 
salers work together on this contract. “Specifically, what 
is your idea of the functions of the wholesaler?” I said. 
“How can he best work with you? If you wish to hand 
him any bouquets, do so. If he falls down at any point, 
what is the trouble and how can it be remedied?” 

“I might say that even before the contract is let the 
facilities of the wholesaler are in demand by all the con- 
tractors figuring on it. In preparing an estimate on such 
a job as this, before a bid can be entered, there are scores 
of items to be priced. If desired, these can all be turned 
over to the wholesaler’s price clerk, and the wholesaler 
will see that this work is done for us, as it is to his 
interest as much as ours. Not all stop to consider what 
this means, however. If something should happen to lift 
the wholesaler suddenly out of the picture, then every 
contractor would necessarily be required to set up a 
pricing department of his own, to keep in touch with 
numerous and constant price changes on the part of hun- 
dreds of manufacturers, involving a study of freight 
rates, discounts and all the other factors entering into 
the pricing of commodities. This would greatly increase 
the contractor’s overhead. Every individual contractor 
would have to accumulate and keep up to date all this 
information, or else combine to form some sort of a cen- 
tral pricing bureau, to render a service which the whole- 
saler now furnishes free out of the margin which he 
obtains on the merchandise.” 

“Is there any other direction in which the wholesaler 
can become effective on the job before the contract is 
let?” he was asked. 


66 ES, there is one which the wholesaler knows about, 

but in which I do not believe he exerts the same sell- 
ing effort that he does in other directions. I believe that 
he should spend more time with the architects on large 
jobs, getting his materials specified. Where materials and 
equipment are specified by the architect as the result of 
definite sales effort on the part of the wholesaler and 
his co-worker, the manufacturer’s representative, they are 
more apt to stick than when just ‘written in’ by the 
architect out of a great number of possibilities. 

“This may appear to be offering advice on a matter 
that does not directly concern me as a contractor. There 
are many lines of wiring devices and supplies of standard 
make and all first grade products. Why should it con- 
cern me whether or not any particular wholesaler gets 
his lines specified so that they will stick? I can put in 
what is specified and let it go at that. But it does con- 
cern the contractor in this way: If the specifications as 
to materials go through as written, it helps to eliminate 
that pest of the contracting business, the ‘change order.’ 
It cannot be eliminated altogether, and some changes 
are bound to crop up as the work progresses, causing 
delays. But after the work is under way, to have the 
wholesalers begin their sales activities and bring pressure 
here and sales talks there so as to let their particular 
products in causes no end of confusion. Therefore, I 
repeat that I would like to see the wholesalers do their 
sales work at the time the specifications are being 
written.” 

“After you had obtained the contract, where did the 
tie-in between you and the wholesaler begin ?” 


“With the making up of material schedules,” was Mr. 


Carlson’s reply. “To maintain stocks so that they are 
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The Wholesaler’s Part in the Wiring Job 


Before the Job Is Let 
Work with architects to have his lines specified. 


Supply price information to bidding contractors. 


After the Job Is Let 


As purchasing agent for contractor, arrange for 
delivery of all materials to the job exactly on schedule. 


Insist upon payment by the contractor within 30 days. 








obtainable locally at a moment’s notice is of course one 
of the main functions of the wholesaler. On this job, 
extending over a considerable period of time, requiring 
at times large quantities of materials from local stock, 
and perhaps some sufficiently large to require carload 
shipments, and where the electrical contractor’s work 
must be kept in step with that of the other building 
trades, a definite schedule must be laid out and followed. 

“The wholesaler who is thoroughly equipped and works 
with us at every step of the way on this schedule is 
naturally the one with whom we like to do business. As 
I said, some of the material is to come in car lots. There 
is some electrical equipment to be furnished not regu- 
larly carried by the wholesaler which must be brought 
in at the proper time. The wholesaler, therefore, be- 
comes our purchasing agent, and it goes without saying 
that this purchasing function on the part of the whole- 
saler lifts a tremendous amount of detail from the con- 
tractor’s shoulders, just as in the case of the pricing on 
preliminary estimates. 

“How well the individual wholesaler performs this 
purchasing function, how carefully he watches the sched- 
ule in order to have the necessary materials assembled 
and ready to come over here at any moment determines 
his value to me as compared with the wholesaler who is 
indifferent, is always so rushed that he is always behind, 
and who is always right on time with alibis. There are 
both kinds of wholesalers and it does not take much 
guessing as to which kind the contractor prefers to do 
business with. 

“In relation to that purchasing function, when it 
comes to car lots there is one thing that the wholesaler 
is very particular about. He does business with the rail- 
roads, steamship companies and other carriers. So nat- 
urally he wishes to place his business with those who re- 
ciprocate. On this job which we are discussing, and 
many others in all localities, carload shipments are in- 
volved. Where the contractor is the actual buyer 
of these car lots, and is himself looking for business among 
these carriers, he can utilize the reciprocity angle just as 
well as the wholesaler. It seems to me to be no more than 
right to permit the contractor to route the shipment in 
such cases and give the business to the carrier he favors. 
Wholesalers do not always recognize this right, if so it 
may be called. They think to themselves: ‘We will give 
this business to such and such a rail- (turn to page 32) 
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E CARRIES his 
H samples under his arm 

and his sales are setting 
new records every month. 

Strange practice, perhaps, 
for the head of a lighting fix- 
ture department, but Harrison 
F. Leonard, who serves in that 
capacity for the Dauphin Elec- 
trical Supplies Co., Harris- 
burg, Pa., is making it pay. 
And the samples are only on 
paper. 

Such an unusual method of 
selling lighting fixtures is not 
a matter of necessity in the 
case of Mr. Leonard. At his 
service is a lighting display, 
which, while not elaborate, is 
quite extensive. It covers both 
the residential and commercial 
field and carefully follows out 
Mr. Leonard’s own ideas. 

No attempt is made to dis- 
play all or even a major part 
of the fixtures or wall brackets 


which the company can offer his arm and fashioning the 


for residential, commercial or 
church use. A careful study 
of the various types of houses 
has been made and suggestions 
for appropriate fixtures to be 
used in each type are grouped 
together. The same practice 
is followed in the case of commercial fixtures. Direct 
and indirect, modern and conservative units, are care- 
fully placed by themselves. 

In the main, however, the display is concerned with 
home lighting, as it is in that field that Mr. Leonard 
finds it of most value. Home owners who are inter- 
ested in relighting, or contractors who are erecting new 
homes or modernizing old ones, come in to inspect the 
latest developments of the lighting field. 

The fixtures and brackets on display are merely typical 
of a period or style and are so used. Before talking 
fixtures with anyone, Mr. Leonard attempts to learn 
the type or period of the home and the furnishings. In 
the case of a new home, or where the relighting is to 
be extensive, he uses the units on display only as start- 
ing points for the development of something which 
exactly suits the customer’s needs. In many cases, he 
finds that a visit to the home is necessary before sub- 
mitting his recommendations. 

Despite this “special” service and the special designs 
which it sometimes involves, Mr. Leonard finds that he 
is not unduly troubled by competition. Where special 
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Selling Tailored Lighting 





Harrison F. Leonard, lighting 


fixture sales manager for the 
Dauphin Electrical Supplies Co., 
Harrisburg, Pa., has set a 
unique sales record by carry- 
ing “paper samples” under 


fixture to suit the job. 


By J. PEARSON GOULD 


Assistant Editor 
Electrical Wholesaling 


designs do force the prices up 
somewhat, he finds that in 
most cases the home owners 
are satisfied that they have 
something unique and are per- 
fectly willing to pay a little 
more for it. Thus the business 
is taken out of the price class, 
and put on a somewhat more 
stable level. 

But it is in the commercial 
and church field that Mr, Leon- 
ard has met with his greatest 
success. He employs the same 
general selling methods except 
that he relies even less on his 
display room and does an even 
larger volume of original de- 
sign business. He creates what 
he thinks the customer needs; 
what he thinks will please 
him after the installation, and 
then proceeds to sell it to him. 

The “perfect” situation, 
from Mr. Leonard’s point of 
view, is to acquire the intelli- 
gence that a certain church is 
considering a process of ex- 
tensive modernization. After 
determining the proper person 
or persons to contact, the next 
step is a visit to the church and 
a careful inspection of the pos- 
sibilities. From his master file 
of drawings, he selects those that are particularly suited 
to the peculiar style of architecture of the structure. 
With these under his arm, he makes a preliminary call 
on the church officers, discussing the lighting needs of the 
edifice and the general style of fixture that will be most 
efficient and most appropriate. By this method, he en- 
deavors to sell the service that he and his organization 
can render in solving the lighting problems of the church. 

Having aroused the necessary interest, Mr. Leonard 
goes to work. Every corner of the church is examined 
from a lighting angle. The architecture is studied. 
Proper intensities are worked out. A design is then 
worked up from the basic style that will best meet the 
peculiar needs of this particular church. More often 
than not, several related designs are prepared to allow 
a certain amount of choice, while still keeping to the basic 
style that Mr. Leonard feels is proper. 

The next move is to present these new designs to 
the church officers along with a lighting plan and the 
estimated cost of the improvement. If at all possible, 
Mr. Leonard endeavors to present his plan and sugges- 
tions to the full board at one sitting. In this way, he 
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can meet all of the objections from everyone that will 
have a say in the purchase, at one time in open meeting. 

“We have found that the main difficulty in the ordinary 
electrician selling church lighting fixtures,” Mr. Leonard 
says, “is that he does not lay out the job properly for 
the factory to work from, as to design and distance. 
In other words, the factory must know the period of 
design, general design to make the fixture, and semi- 
approximate cost for the committees to work from, and 
lesser details, such as the type of glassware, where the 
reflectors should be used, placing and number of sockets, 
over-all hanging weight, etc.” 

This case of a church undergoing modernization is 
selected here because it is typical of Mr. Leonard’s 
method of operation. He follows similar procedure in 
the case of new church buildings, except for the fact 
that the architect must be given more attention. 

Although he has had a great deal of success in the 
church field, Mr. Leonard is not concentrating on that 
type of installation. The general commercial job also 
attracts his interest. Here, again, the procedure is the 
same, with the suggested units being designed for the 
job in most cases. 

Mr. Leonard, who is an old Lightolier man, outlines 
his plan of attack as follows: “We work up special 
designs by either calling at the project itself, or studying 
the plans. Then we make rough sketches covering the 
needs of the job and different locations on the job. 
These rough sketches are then sent to the manufacturer, 
who gives us finished drawings. By giving these jobs 
our own special and very personal attention we have 
found that we are definitely able to compete with other 
manufacturers’ agents who do not have the experience 
or knowledge covering the period design of the building 
and the exact requirements covering each electrical outlet 
with regard to its geographical location. 

“We also make a study of the building and attempt 
to focus our bidding around a certain figure and break 
down each outlet with regard to a cost price so that the 
manufacturer has a quite definite idea of what our require- 
ments are with regard to each individual fixture. 

“Using these methods, we have been successful in 
securing large orders from the Zembo Mosque of 
Harrisburg, which ran into a figure beyond $10,000, 
the Harrisburger Hotel, and the Pennsylvania State 
Crippled Children’s Hospital, (Turn to page 22) 


An exterior view of the First Church of Christ Scientist 

e in Harrisburg. The lamp posts in front of the doors 

suggest the design of the cupola, with the spikes matching 

exactly. It is this type of intelligent, creative selling which is 

building a profitable lighting business for Mr. Leonard and 
Dauphin Electrical Supplies Co. 























































One of Mr. Leon- 
e ard’s tailored light- 
ing jobs at Lemoyne, Pa. 
The architecture of this 
church is decidedly French 
Gothic, so the lighting fix- 
tures were designed in the 
same style. The long 
cone on the hanging units 
is in keeping with the 
long roof design. A de- 
tailed study of the light- 
ing requirements of every 
corner of the edifice pro- 
vides for an efficient as 
well as a good-looking 
installation. 


y St. Paul’s Reform- 
e ed Church at Me- 
chanicsburg, Pa. Colonial 
style of architecture was 
followed with typical lan- 
tern in black iron and 
colonial brass. The lan- 
terns carry out the design 
of the Colonial arch in 
the church—a typical ex- 
ample of Mr. Leonard’s 
painstaking attention to 
detail in selling tailored 
lighting. 


3 As this Lutheran 
e Church at Harris- 
burg, Pa., is of Norman 
Gothic design, with a 
heavy triple ceiling, Mr. 
Leonard provided a typi- 
cal Norman Gothic sta- 
lactite fixture of the bet- 
ter grade. The heavy ap- 
pearance of the fixture is 
in keeping with the 
heavy-appearing ceiling 
and the globe follows ex- 
actly the shape of the 
arch behind it. 


Another Harrisburg 
“fe installation of Goth- 
ic design. The lighted 
hanging cross, probably 
the most prominent spot 
in the church, is carried 
out in the design of the 
points on each lantern. 
They also reflect the 

angled arch. 






















course. 





Pennsylvania this year. 


Tus is the first of a series of articles by Mr. 
Stamm, based upon his investigations on “The 
Present Status of the Electrical Wholesaler’ which 
won the senior research prize at the University of 


Mr. Stamm is now con- 


nected with the Silk City Electrical Supply Co., 
where he worked every summer during his college 


The Outlook for the Wholesaler 


HE recent financial crisis, more 

than any other one cause, has 

done much to emphasize the 
importance of the electrical whole- 
saler. Purchasers of electrical products are buying in 
small quantities today, yet the number of orders received 
is almost as large as in the pre-depression days. The pur- 
chaser who buys on a hand-to-mouth basis must have 
prompt shipments, supplemented with personal attention 
and advice, and the electrical wholesaler with his ware- 
housed stocks is the only one who can perform such tasks. 
Because the wholesaler works in a relatively wide area 
and his expenses are distributed over a large number 
of lines and items, he is able to give the manufacturer 
an adequate coverage which would be prohibitively costly 
for the latter to attain without his aid. In addition, the 
purchasers of electrical supplies are not only retailers 
who buy for resale but also contractors and industrials 
as well as central stations which use the supplies for 
construction purposes. These customers call for localized 
service which the manufacturer cannot efficiently perform 
without the aid of the wholesaler. 

The statement that the cost of electrical commodities 
would be lowered if the manufacturer eliminated the 
wholesaler and sold direct is false and without any 
logical basis. Such a move would mean an increased 
inventory for most purchasers of electrical products. 
This, in turn, would result in the necessary accompany- 
ing expenses of increased warehouse space, taxes, in- 
surance, interest, handling costs, obsolescence and depre- 
ciation. One investigator has stated that the cost of 
materials sold direct by the manufacturer would not fall, 
but rather would rise approximately twenty-five per cent. 

This discussion has thus far attempted to prove that 
the electrical wholesaler cannot be economically eliminated 
by the manufacturer. There is another important phase 
to this question of wholesaler longevity and that is the 
prospect for profits for the wholesaler in the near future. 

The country is beginning to show definite signs of 
industrial recovery. Factories will require a thorough 
overhauling and neglected electrical equipment will be 
replaced. The building program, aside from public con- 
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By HAROLD S. STAMM 


Silk City Electrical Supply Co. 
Paterson, N. J. 


struction, is likely to assume tre- 
mendous proportions with rebuild- 
ing and modernization. 

With new and modernized homes 
there is developed a demand for appliances and other 
electrical conveniences which the modern housewife 
desires. New fields for the use of electricity will con- 
stantly make their appearance and be accepted by the 
consumer. Already air conditioning, a comparatively new 
electrical convenience, is an established feature in many 
homes and industrial plants. 

As a group, electrical wholesalers have refrained from 
distributing non-electrical items. But, on the other hand, 
hardware, mill supply, and even plumbing supply houses 
have advanced into the electrical wholesaling field by add- 
ing electrical commodities to their inventories. Is there 
any logical reason why the electrical wholesaler should 
not retaliate by cultivating a portion of the fertile markets 
now enjoyed by these competitive distributors? Let it 
not be understood that this writer advocates a life and 
death struggle between the electrical wholesaler and the 
distributors of plumbing, mill and hardware items, but 
such an overlapping of interests appears necessary in 
the light of existing conditions. 


bene wholesaler of the future will attain greater effi- 
ciency by adopting stricter credit policies, maintaining 
budgetary control, concentrating his selling efforts on 
selected and proven products and watching margins 
closely. He will be highly selective of his territory and 
his trade. 

The electrical wholesaler will continue to be an im- 
portant factor in the electrical industry. His presence 
requires neither vindication nor defence. There are 
obvious advantages in distributing through electrical 
wholesalers and continuing to encourage the important 
work which they are doing in developing the market for 
electrical supplies and appliances. The statement that 
the electrical wholesaler lives only for the present and 
that he will not continue to exist as a factor in the dis- 
tribution of electrical goods is the shibboleth of one who 
has made no study of this phase of distribution. 
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“Selling Through 


The Wholesaler 


Advertising to his distributors and their salesmen, as well 
as to the consumer, is essential for the manufacturer 
who would do the best job of merchandising his product 


HAT are the fundamentals that 
the manufacturer must keep 
constantly in mind in order that 
he may do the best job of merchandis- 
ing his product? He has these things of vital interest to 
himself to achieve :— 
1. Consumer interest—how may it best be attracted ? 
2. Consumer acceptance and demand—how may it be 
assured ? 
3. Dealer preference and— 
4. Wholesaler cooperation—how may they be secured? 
To secure and hold all four of these, the makers brand- 
trademark or name plate must be universally known and 
approved. His price range must be within the reach 
of and satisfactory to the user. The retailer must find 
his merchandise easily displayed—handily packaged—free 
from frequent complaint of poor quality and so priced 
as to assure him an adequate and satisfactory profit. 
The wholesaler must find the line 


By WALLACE L. POND 
Domestic Sales Manager, 
Nicholson File Co. 


Advertising to distributor and to con- 
sumer also provides the best and most 
efficient avenue through which to ac- 
quaint both groups with articles 
newly added to a line—substantial changes in any product 
or any technical changes in a product that needs to be 
announced. Through advertising such information can 
be placed in the hands of all interested parties imme- 
diately, clearly, and at a minimum of cost. 

Without this advertising and selling effort, the sale of 
many products would shrink and gradually disappear 
entirely. One can well go still farther and say that the 
process of production itself has not been fully completed 
until advertising and selling have been added. * * * 

Commodities purchased for general consumption can 
be merchandised and placed in the hands of the user 
most efficiently, most economically and with the greatest 
of dispatch through the regular channels of wholesaler 
and distributor. One inevitable 





saleable without too great effort ae 
or sales talk—ample stocks in 
maker’s hands instantly on call— 
adequate sales helps and service 
when needed and a sure profit on 
sales. 

The primary requisite of con- 
sumer and dealer acceptance is that 
base which is the foundation of all 
permanent business, namely, a 


‘Commodities purchased for 
general consumption can be 
merchandised most econom- 
ically and with the greatest 
of dispatch through the reg- 
ular channels of wholesaler 
and distributor” 


difficulty, however, is that all such 
distributors stock and sell articles 
of innumerable kinds—their sales- 
men’s catalogs are huge volumes 
and it is impossible to single out 
any one line for special attention. 
Here is where advertising does 
really double duty. Not only does 
it keep constantly before the con- 
sumer the product advertised re- 
= minding him frequently of his need 





product of known and established 





quality. No business structure 

thrives greatly unless it is inherently honest in conception 
and in practice. The maker’s name or trade-mark be- 
comes known in his market and establishes the standing 
of his product. 

With these fundamentals established we go out to seek 
the interest, acceptance and demand of wholesaler, dealer 
and consumer and we are plunged immediately into adver- 
tising in all its phases. Through advertising, the buying 
public is taught when, where and what to buy and with 
a maker’s name and quality once well established, adver- 
tising carefully selected and planned, and judiciously and 
persistently employed will ensure a constant and ever 
widening market for that product. 


* Portions of an address delivered before the Industrial 
Marketing Conference, held in conjunction with the 32nd 
Annual Convention of the Advertising Federation of Amer- 
ica, Hotel Statler, Boston, June 30, 1936. 
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of that article, but the salesman 
of the distributor also sees and needs that advertising and 
it becomes a constant urge upon him to give that line 
some real attention. 

It is not only the manufacturer and distributor who 
are of the opinion that commodities in the supply line 
can best be sold and at lower cost through wholesaler 
and distributor. Consumers in ever-increasing numbers 


—even those whose purchase of single lines run into huge 


volume are turning to the distributor as their source of 
supply—thus reducing their inventory—saving storage 
space—preventing obsolescence cost—insuring more 
rapid delivery for rush needs. 

The interests of manufacturer, distributor and con- 
sumer are one. To secure that constant and steady flow 
of commodities from maker to user in the manner that 
will best serve the needs and satisfy the requirements 
of the general public. It is my firm conviction that the 
channels of distribution we have outlined and discussed 
do satisfy that need and fulfill that requirement. 
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Finaneing Dealers’ Floor Stocks 


The “Dealer Floor Plan,” developed by McCarthy Bros. & 
Ford of Buffalo, protects the distributor against credit losses 


and allows the dealer to display more models on _ his 


floor. Result, more sales for both wholesaler and retailer. 


OOKING back eight or ten 

years, wholesalers who 

were at that time active in 
the radio field will recall the 
tremendous credit losses that 
were far too prevalent. Dealers 
bought a few sets at a time at 
frequent intervals; they some- 
times placed two or three large 
orders in a single day. They 
bought on open account. In the 
selling season, before the whole- 
saler realized his predicament, 
his receivables had sky-rocketed, 
dealers who had overbought were unable to pay and 
went bankrupt, and the wholesaler was forced to take 
heavy losses. 

With refrigerator sales headed for new records again 
this year, the distributor who sells to his dealers on 
open account is laying himself wide open to a repetition 
of these events. From the credit viewpoint refrigerators 
in 1936 and radio in 1926 are parallel cases. There is 
a high volume peak in the selling season and dealer 
accounts quickly run into large figures. Also, dealers 
fear the obsolescence due to annual changes in design 
which occur with refrigerators, just the same as they do 
with radios. 

The usual financing plans for dealers apply only to the 
dealer’s consumer sales, not to his purchases. Conse- 
quently they offer the wholesaler no protection on mer- 
chandise in dealers’ stocks, including his floor samples, 
which present a serious problem to the distributor who 
seeks to protect his accounts receivable. 

This problem has been successfully solved by Mc- 
Carthy Bros. & Ford of Buffalo, 
by what Karr Parker, president 





Karr Parker 
President 
McCarthy Bros. & Ford 


great an investment, also too much risk from both dam- 
age and depreciation. Without such consignments, how- 
ever, the distributor experienced difficulty in getting 
his dealers to maintain an adequate number of samples, 
both in their own stores and the power company’s 
display rooms. ; 

The Dealer Floor Plan, developed as a solution to 
this problem, has proved to have still further benefits. 
In fact, it actually accomplishes three purposes. It pro- 
tects the wholesaler on all sales to his dealers, it enables 
the dealer to maintain adequate floor displays (which 
they could not afford if they bought on open account), 
and it increases sales because the exposure of the public 
to the distributor’s line is greater. 

The heart of the plan is an “Indenture,” which is 
really a chattel mortgage agreement, and which was 
especially drawn up for this distributor by its own attor- 
ney. Two forms are used, one for New York State, 
and one for Pennsylvania. In New York State, each 
signed agreement is filed with the county clerk, which 
entails a fee of 25 cents. Then, in the event of the 
dealer’s bankruptcy, the distributor is not a general 
creditor. 

Minimum down payment is 20 per cent, and the dealer 
gives his three months’ note for the balance. He makes 
no further payments until this note has expired, unless 
the merchandise is sold—in which case the balance is 
payable to the distributor immediately as title remains 
with him until payment is received from the dealer. 
Experience has shown that on the average the dealer 
sells the merchandise and pays up this note within 
two months. 

When the dealer signs the contract, he pays a flat 
service charge of one per cent plus one half of one 

per cent. per month interest on 
the unpaid balance. If he renews 





of this distributing firm, calls the 


the contract after 90 days, he is 





“Dealer Floor Plan.” This plan 
was developed four years ago 
when the Niagara Hudson Power 
Corp. gave up the sale of appli- 
ances. At that time wholesalers 
were asked by the utility to con- 
sign samples to their dealers 
which the latter could display on 
the floor of the utility’s various 
show rooms. The distributors 
declined to inaugurate such a pol- 
icy, believing that it involved too 


A Separate Problem 


The volume of the distributors’ sales 
of merchandise products in propor- 
tion to the exposure of these prod-- 
ucts to the buying public, and the 
financing of these floor stocks is a 
separate problem from financing 


dealers’ sales to consumers 


required to pay off an additional 
five per cent on the principal plus 
advance payment of a one per 
cent finance service charge plus 
interest on the unpaid balance. 

The minimum purchase which 
is financed under this plan is $50 
net unpaid balance, and the aver- 
age transaction involves a $300 
unpaid balance. 

All refrigerator sales are on 
either a cash basis or on this 
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Floor Plan. 
dealer on open account, regardless of his credit 
rating. This rigid policy has protected Mc- 
Carthy Bros. & Ford from serious credit losses 


No refrigerators are sold to any 


on several occasions. In the event of bank- 
ruptcy, they can always repossess a dealer's 
stock under this special contract. However, 
the dealer has an equity in this merchandise 
and, rather than lose what he has already paid 
the distributor, he will frequently pay up in 
full and keep the stock, rather than sacrifice 
his investment. 

In one actual bankruptcy case, the dealer had 
about $1200 of stock which was covered by the 
Floor Plan. He had already paid in $400 and, 
rather than lose both this $400 and the mer- 
chandise, he paid the balance of $800 and kept 
the stock. Other suppliers, who had sold him 
on open account, were forced to accept a settle- 
ment of only 30 cents on the dollar. 

In the case of another actual bankruptcy, 
the dealer has paid up in full for his merchan- 
dise, which was purchased under the Floor 
Plan, while his general creditors haven’t as 
yet received a single cent. 

There have been but two defaults under 
this plan during the four years it has been in 
operation. Both were small dealers in Penn- 
sylvania who sold a couple of refrigerators 
within the three months’ period, and skipped 
town with the cash. Of course, they are liable 
to arrest and criminal prosecution if they ever 
come back. The dollar and cent loss, how- 
ever, is almost negligible when compared with 
the total sales under this plan. 

McCarthy Bros. & Ford now have some 78 
active refrigerator dealers. Two-thirds of their 
total refrigerator sales are made under the 
Floor Plan, the remaining one-third being sold 
on a cash or sight draft basis. 

This plan, however, is by no means restricted 
to refrigerators. It can be used for any appli- 
ance which provides a high unit of sale and 
which carries a serial number. The plan is used regularly 
by McCarthy Bros. & Ford for ranges, washers, ironers, 
vacuum cleaners and radios, as well as refrigerators. 

Mr. Parker emphasizes that, to successfully operate 
the Dealer Floor Plan, the wholesaler must have a 
good financial man in his own organization. This man 
not only supervises each transaction but also trains the 
salesmen so that they can explain the details and opera- 
tion of the plan to their dealers. At the outset, M. J. 
Diebolt, vice-president and treasurer of this wholesaling 
firm, conducted several classes and, with the aid of a 
blackboard, showed the salesmen how to make out forms 
and how to figure terms. 

It was also necessary to sell the salesmen on what 
the plan would do for them. They were made to see 
that it provided genuine sales assistance. The plan, they 
were told, was predicated on the fact that volume of sales 
to the public is in direct ratio to exposure of the line 
to the public through their dealer’s displays. 

The purpose of the plan, it was further explained, 
was to place far more stock on the dealer’s floor than 
the house would dare to sell him on open account. 
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THIS INDENTURE 6 nace tne 


between of 
(Name of Dealer) 





CT | 





(Address of Dealer) 


i , County of. — 


(City or Village) 





ee hereinafter referred to as “MORTGAGOR,” and: 


McCARTHY BROS. & FORD, « domestic corporation having its principal place of business at 75 West 
Mohawk Street in the City of Buffalo, County of Erie, and State of New York, hereinafter referred to as “Mortgagee.” 


WITNESSETH: 


NOW FOR SECURING THE PAYMENT of the indebtedness to the Mortgagee, as hereinafter stated, 
and in consideration of the sum of One Dollar ($1.00) to the Mortgagor in hand 
ee So ee oo ae is hereby ac! the M 
transfer and assign to the Mortgage, its successors and assigns, property _-F A A 





QUANTITY CABINET 


MERCHANDISE 














Total Sale Price re 
Paid in Cash $ 
Unpaid Balance $ 





UPON CONDITION that if the M: r shall pay or cause to be paid to the Mortgagee any and al! notes and 
commercial paper any kind or description, a any and all renewals or thereof, or of parts thereof, 
and any and all other pase ease ph given in ——— therefor, or for parts. — or to = up the same, with 
interest 3 made, mae by the Mortgagor now 





held or owned, which may Frais ec be held 0 or owned by the Mortgagee, ae shall fully pay or cause to be paid 
any and all hee oo of every kind and —_— direct and indirect, that now exists, or that may 

hereafter exist, Mortgagor in favor of the Mortgagee, then these presents and everything herein con- 
tained shall cease and be ak 





Oe Ot CASS OF OY SEO Ge summed of cow of Gs 9 debted: above joned, or in the 
performance by the Mortgagor of any of here: or in case the Mo: shall at any 
time prior to the maturity of any of the indebted: ph cugp ti gt he, or any of said property, or 
any of said indebtedness unsafe, the Mortgagee shall have full power, and it shall be lawful for, and the Mortgagor 
does hereby irrevocably authorize and empower the Mortgagee, with the aid and assistance of any person or persons, 
to enter upon the premises of the Mortgagor, or any place or places where the said property, or any of it, may be, 
and take possession thereof, and remove the same, and to sell the same at public or private sale, and the avails, 
after deducting all expenses of the sale and the keeping of the said property and the expenses and costs of legal 
proceedings, if any, to apply in payment of the —— of the indebtedn above tioned, whether or not the same 
shall at such time be matured, and the Mortgagee may purchase at any such sale in the same manner and to the 
same effect as a person not interested therein. If r= any cause the aid property shall on such sale fail to satisfy 
the whole of said expemses, costs and indebtedness, the Mortgagor covenants to pay the deficiency. 

This mortgage is given to secure the payment of a part ef the purchase price of the property above described. 

The Mortgagor covenants with the Mortgagee as follows: 

FIRST: That the indebtedness above stated will be paid. 

SECOND: That the Mortgagor is the sole and lawful owner of and has the right to mortgage, sell and trans 
fer all and singular the said property above bargained and sold —_ the Mortgagee, and that the same is free and 
clear from any and all Tieng e and encumbrances thereon of every name and nature. 

THIRD: That the property above described shall at all times remain in the possession of the Mortgagor at the 
address above stated, and that said property shall not be sold, mo: , rented, loaned or transferred or permitted 
to be out of the of the M shall net tee used except for exhibition purposes until the same has 
been released from this mortgage by the Mortgagee, as hereinafter provided. 

FOURTH: That the Mortgagor te keep said property insured against fire and theft for the benefit 
of the Mortgagee in an amount at least equal to to the amount of the indebt: — including interest, at any time re 
maining unpaid on any notes or other obligations of the Mortgagor to the Mortgagee, or any renewals thereof. 
yey a COVENANTS with the M we that it will execute and 

Property, upon payment to it in cash by the Mort 
d, of the sum hereinabove stated to be its release value. 
diti of this mortgage shall be ci and inure to the benefit of the respective 
and assigns of the parties hereto. 
The “Mortgagor” shall include persons, firms and euspesationn, and if more than one, the covenants of 
each Shall a joint and several. 

IN WITNESS WHEREOF, the Mortgagor has caused this instrument to be duly executed and sealed the 

day and year first above written. 
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The Mortgagee, by its acceptance of this 
deliver to the Mortgagor a release of any of the above 
gagor, on account of the i above 

The terms, ¢: and 











Accepted aeoreeenesnanennes SD Purehaser Seal) 
(Date) (Purchaser Sign Here Exactly as Given Above) 
(Dealer) 7 : a ir ~ (ligned and Delivered in the Presence of) 
(By Individual, Partner or Officer) (Salesman) : 











Furthermore, it was brought out that the dealer has 
an equity in the stock which he isn’t going to lose. He 
pays up under the floor plan but, if the distributor does 
have to repossess the merchandise, he has already re- 
ceived more than enough cash to offset any depreciation. 

As several commercial financing companies now offer 
similar plans, this method of financing dealers’ floor 
stocks is available to all wholesalers. These companies 
offer virtually the same rates, and the distributor can 
discount the paper. However, if a distributor has suffi- 
cient capital to carry his own paper, he gains three dis- 
tinct advantages. 1. His investment earns an attractive 
rate of interest. 2. He can make sales to some dealers 
whom he couldn’t sell otherwise—the type who object 
to having their paper in the hands of financing com- 
panies. 3. He ties his dealer organization closer to him, 
makes the relationship more permanent, and lessens 
competition on these accounts. 

The laws in the various states differ somewhat as to 
the legal forms of these conditional sales contracts and 
the wholesaler is advised to consult his own attorneys 
before putting a similar plan into operation. 
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MEN YOU SHOULD KNOW 





*M. H. JANKELSON 


Vice-president, Incandescent Supply Co., 


talking about keeping abreast 

of the times, thus falling fur- 
ther behind while they waste time 
with words. In San _ Francisco 
there’s an electrical wholesaler who 
doesn’t say a word about this, but 
who has truly applied the principle 
with a quiet energy that stands out 
clearly in his record of success. 

Ten years ago Marvin H. Jankel- 
son left Stanford University with a 
degree in economics. Only five years 
later he became manager of the In- 
candescent Supply Co. In each of 
the five years under his management 
the company has experienced vigor- 
ous growth. New branch offices 
have appeared in Los Angeles, 
Fresno and Oakland. And, more 
than that, Mr. Jankelson consistently 
has stood in the industry’s vanguard 
of progressive thought and action, a 
position which this year culminated 
in his election to the chairmanship 
of NEWA’s Pacific Division—one 
of the youngest men ever to hold 
that office. 

Born in 1905 on Long Island, 
N. Y., he attended military and pub- 
lic schools there and later enrolled 
in Syracuse University. At the end 
of his sophomore year he moved 
West and entered Stanford. 

Much of his undergraduate time 
was spent en route between the 
Stanford campus at Palo Alto, and 
the University of California campus 
at Berkeley, where it is understood 
he visited the co-ed who is now Mrs. 
Jankelson and the mother of their 
two daughters. 

Like many a college man, Mr. 
Jankelson was not sure what it was 
that he wanted to do. For a time 
he considered the study of law. But 
upon leaving school, he saw clearly 
that his future lay in the electrical 
business. He has not a single regret 


Pisins: of people do plenty of 
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San Francisco, Cal. 


He Sees That He’s 


over having given up 
the idea of becoming 
an attorney. 

“T would rather be 
in this business than 
any place I know,” 
Mr. Jankelson says. 
“It is a continual 
source of pleasure to 
be able to do my work 
here, with congenial, 
able people about me.” 

Entering the family 
business, his first job 
was as a fixture-maker 
in the factory. From there he went 
to the shipping department, next to 
the sales floor, and then into the 
office, becoming manager in 1930. 

Hardly had he settled in the job 
when the industry rubbed its eyes. 
Out from the Incandescent office 
went the first display truck to be 
used by an independent wholesaler 
anywhere in western United States. 
Each fall since, the truck has carried 
complete new display lines to deal- 
ers. 


M* JANKELSON sees that fre- 
quent bulletins and sales helps 
keep dealers posted on the latest ad- 
ditions to his company’s lines. In- 
candescent conducts a socket appli- 
ance and wiring supply business in 
California and markets lighting fix- 
tures and glassware in 11 Western 
states. Mr. Jankelson was a leader 
in the informal meetings of San 
Francisco fixture dealers which laid 
the foundation for stabilization of 
the industry within the city. 
Keeping congenial, able people 
about him he regards as an impor- 
tant part of the work. Employee 
turnover in his company is small. He 
believes in hiring young men and 
training them to the job. But more 
important still, he believes, is the 


Not Caught Napping 


That aggressiveness and modesty can go 
hand in hand is.implicit in the record of 
Marvin H. Jankelson. Attaining manager- 
ship in five years, establishing three new 
branches in the next five, being chosen 
chairman of Pacific Division of NEWA, all 
these accomplishments are evidence of his 
ability and the soundness of his methods. 


education of the dealer branch of the 
industry to the possibilities of profit 
through correct application of the in- 
dustry’s benefits to the consumer. 

A member of San Francisco’s 
Transportation Club and Junior 
Chamber of Commerce, Mr. Jankel- 
son says most of his closest friend- 
ships are with members of the in- 
dustry. Saturday afternoons in the 
fall usually find him in the Stanford 
stadium. He’s a keen bridge fan. 
Friends report sitting up with him 
until 4 a.m., discussing contract 
bridge systems. 

Abreast of the times, he is pre- 
pared for the future. A big revival 
in the building industry, he says, is 
inevitable, with remodeling carried 
forward to meet modern trends in 
improved electrical equipment. The 
benefits of electrical wholesaling’s 
bright future, Mr. Jankelson knows, 
because he has proved it by experi- © 
ence, will not pass by the wholesaler 
who is alert to new developments 
and ever prepared to render genuine 
service. 
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ENTRAL STATIONS throughout 
. the length and breadth of the coun- 
try are exploiting rural electrification... 
Many utilities have already extended 
their lines into rural communities which 
have never had electric service ... Such 
rural markets are desirable because 
they tap virgin fields waiting to buy all of the convenience and 
labor-saving devices made possible when electric service is 
available... General Cable Corporation stands ready to assist 
you in every way possible to develop this market. Publications 
CRE-1 and RE-l presenting characteristics and performance of 
transmission lines for Rural Electrification are yours for the ask- 
ing. General Cable’s engineers are available to assist you with 
your problems. Sales Offices conveniently located — manufac- 


turing facilities unexcelled. Communicate with our nearest office. 


GENERAL CABLE CORPORATION 


Sales Offices: ATLANTA + BOSTON «+ BUFFALO + CHICAGO + CLEVELAND + DALLAS + DETROIT - 





LOS ANGELES 


NEW YORK - PHILADELPHIA - PITTSBURGH - ROME + SAN FRANCISCO + ST. LOUIS + SEATTLE + WASHINGTON, D.C. 
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CEWA Holds Annual Golf Party 


Among those who faced the camera at 
the Westward Ho Country Club July 1: 
1. H. W. Clough, Belden Wire; W. L. 
Geuder, Crescent Wire; M. J. McNamee, 
Chicago Electrical Supply. 

2. Van Johnson, A. H. & H.; Sam Kap 
lan, Belasco Electric and Dick Wildauer 
Jn. as Soar ta: 

3. C. H. Hurtt, Sangamo Electric; 
Frank Dolan, Paranite; Bill Heaps, Elec- 
trical Wholesaling and Art Hearl, Par 
anite. 

4. Jim Ryan, Colt; Ben Cohan, Harrison 
Wholesale. 

5. Jim Bennan, Jefferson Electric; J. 
Jaques, Electrical Sales & Engineering, 
C. P. Kob, and A. E. Tregenza, Jeffer- 
son Electric. 

6. Fred Eiseman, Revere Electric; W. 
Doherty, Doherty-Hafner; Frank Get 
chel, Russell & Stoll; C. B. Harlow, 
Benjamin Electric. 

7. C. T. Selander, Youngstown Sheet & 
Tube; C. T. Madsen, Chicago Flexible 
Shaft. 

8. R. Hanke, George Richards Co.: Sam 


Kaplan, Kaplan Electrical Supply Co. 
9. H. E. Murphy, Central Tube; J. T. 
McHenry, Appleton Electric; J. P. Sim- 
ons, J. P. Simons & Co. 

10. T. D. Scarff, Lamp Division of 
G.E., putting with a golf club member. 
11. H. R. Johnson and E, E. Hassel 
quist of Fox Electric Supply. 

12. Al Kopold of I. A. Bennett making 
sure of that last putt. 

13. Edward H. Ross, Leviton Mfg.; G. 
R. Haley, and D. B. Hutchinson, Rob- 
bins & Myers 

14. J. F. Weir, Anaconda; Al Kopold, I. 
A. Bennett Co., H. D. Roseth, Co-Op 
Electric Supply. 

15. “Van” Cleef, Walker Conduit; Ed 
Meyers, Harvey Hubbell; C. B. Harlow, 
Benjamin Electric. 

16. C. T. Madsen, Chicago Flexible 
Shaft; Sam Schneidman, Co-Op Elec- 
tric Supply; H. H. Whetter, Signal Elec- 
tric; Dave Dobkin, Dobkin Supply. 

17. D. B. Hutchinson and G. R. Haley, 
Robbins & Myers (back); Ray Ten- 
scher, Kiefer Electrical Supply. 








Philadelphia Holds Contest 


For Wholesalers Only 


Electrical Association of Philadelphia conducts annual commercial 


and industrial lighting contest exclusively for salesmen of distributors 


ke several years wholesalers’ sales- 
men of Philadelphia have competed 
with one another in the sale of com- 
mercial and industrial lighting equip- 
ment, and each year has brought forth 
greater enthusiasm and larger sales. 

Winning salesmen in the 1936 contest, 
conducted by the Electrical Association, 
were reported in ELEcTRICAL WHOLE- 
SALING for June. What the whole- 
salers’ sales managers have to say about 
the contest is told in these letters: 


Sales Up 30 Per Cent 


“The distributor salesmen’s contest on 
commercial and industrial lighting, con- 
ducted by the Electrical Association oi 
Philadelphia, has been run for several 
years and we have increased sales each 
year far over what seasonal or improved 
general business conditions have called 
for. (This year 30 per cent over last 
year.) This year particularly the good 
effects of this activity will continue well 
on toward the start of another contest, 
due to the fact that our salesmen have, 
during the activity, laid the foundation 
for a good volume of future business on 
mercury vapor lamps. This work will 
develop into actual business later on. 

“We have had a prize winner in each 
contest, but those who have not won 
prizes have, nevertheless, been winners 
of additional business and compensation. 

“The Electrical Association recognizes 
the fact that the wholesaler’s salesman is 
the backbone of any selling activity. This 
contest is a “natural.” Our men develop 
a greater and more general enthusiasm 
for it than for any other contest, promo- 
tion or campaign.” 

D. E. Stout, sales manager, 
Colonial Electric Co. 


Helped By Better-Sight 


“Our lighting specialist, Herman Rat- 
ner, has done such a swell job during this 
campaign, that I talk of this achievement 
with a great deal of pride. During the 
contest for distributors’ salesmen in the 
commercial and industrial field we have 
increased our lighting business by more 
than 400 per cent over the same period 
last year. 

“The campaign for “Better Light- 
Better Sight” has played an important 
part in our fine showing, having done so 
much towards making the public “light 
conscious” that a good many of the jobs 
that we sold required very little effort 
on. our part. 

“T believe the campaign was a great 
success for every one who participated. 
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A *Natural’’ 


Through its annual lighting 
contest for distributors’ sales- 
men, the Electrical Association 
of Philadelphia is rendering a 
valuable service to its wholesaler 
members. Sales managers say 
this contest is a “natural.” Each 
year their salesmen develop 
greater enthusiasm and bring in 
larger orders. 

George R. Conover, managing 
director of the Association, has 
given us the important details in 
order that wholesalers in other 
cities, if they so desire, may de- 
velop similar activities through 
their local leagues or associa- 
tions. 


The Editor 





As for us, it was a very pleasant and a 
very profitable activity. 

“We have installed several hundred 
lighting fixtures in the offices of the 
Integrity Trust Building, increasing the 
average illumination from 64 to 11 foot 
candles.” 

PHILIP SCHAEFFER, Sales manager, 
West Phila, Electric Supply Co. 


Sold Large Jobs 


“Our lighting business was materially 
increased by the constructive competition 
that was induced by the contest. 

“There were three jobs closed by the 
writer which were especially worthy of 
comment in this connection. Namely, 
they were the Sullivan Memorial Library 
and the Sara Elkins Tyler Art School, 
hoth of which are connected with Temple 
University; and the subway lighting in 


Wattage of Each Unit 


New Buildings 


connection with the high speed transit 
line over the Delaware River Bridge. 

“The architect on the two former ones 

is W. H. Lee and on the latter, L. T. 

Klauder, both of Philadelphia. By close 

work with both of these offices we were 

able to obtain a lighting result that was 

both unusual and effective.” 
H. B. Exviortr, 
Rumsey Electric Co. 


A Worthwhile Activity 


“An activity of this type is certainly 
worthwhile, stimulating interest in light- 
ing sales during the period of the contest 
and creating good lighting prospects for 
future sales. 

“An outstanding job was an order 
secured by one of our salesmen, R. R. 
DeWees who won first place in the con- 
test, for over 3,000 industrial reflectors 
for one installation. 

“Tt is difficult, if not impossible, to 
state to what extent sales increased 
through this contest, but there can be no 
question about the activity in general 
having produced a great amount of busi- 
ness due to the unusual interest aroused.” 

D. E. Lupovici, manager. 
Apparatus and supply sales, 
Westinghouse Electric Supply Co. 


Seasonal Decline Averted 


“This contest was a definite follow 
through on the Better Light-Better Sight 
program, and the results very clearly re- 
flect a much more responsive attitude on 
the part of prospects when approached 
on the subject of improvement to their 
existing lighting. Our own sales showed 
an increase of 24 per cent during the 
period of the contest, with a very en- 
couraging upward trend since January 1 
as contrasted with the usual downward 
trend after the first of the year. In fact 
our sales since January 1 are showing an 
improvement of 45 per cent over the 
previous year. 

“Our lighting business can be attrib- 
uted almost entirely to the steady growth 
in re-lighting of existing buildings, and 
without any so-called spectacular instal- 
lations.” 

HERBERT RADER, manager, 
Power and light sales, 
Graybar Electric Co. 


Details of the Contest 


The contest was held for a period of 
seven months, from October 1, 1935, to 


Re-lighting of Old Buildings 


Candle points Candle points 

Less than 100 4 FCP 1 FCP 
100 i: PEP 2 FCP 

150 13 FCP 3 FCP 

200 2 FCP 4 FCP 

300 3 FCP 6 FCP 

500 5 FCP 10 FCP 

750 74 FCP 15 FCP 

1,000 10 FCP 20 FCP 

1,500 15 FCP 30 FCP 
































































































































* The Sales Curve of business around Chattanooga, Tenn., has been climbing 
up and up so our six friends of the Economy Electric Supply Co. aren't 


registering many complaints these days. 


Service manager J. L. Quinn is at the 


left; next a city salesman, G. A. Gerald; then the president, G. A. Blackwell, 
Jr.; Mrs. Blackwell, vice-president; Frank Blackwell, counter man and C. P. 


Wright, secretary. 


March 28, 1936, and resulted in the in- 
crease of considerable additional lighting 
business to all of wholesaler members of 
the Association. 

The plan not only proved a means of 
promoting better lighting, but offered 
through the medium of substantial cash 
prizes an inducement to the distributor 
salesmen to make special efforts during 
the period of the campaign to sell lighting. 

A total of $475 was set up as cash 
awards. These awards were made on the 
basis of actual sales calculated on a 
wattage-unit basis. 

Wholesalers’ salesmen selling indus- 
trial, commercial or flood lighting in the 
area served by the Association were 
eligible, provided the distributing house 
itself was a member in good standing. 

Each distributor submitted semi- 
monthly reports, giving the following 
information for each salesman: 

1. Number of units sold 

2. Type of equipment 

3. Number and wattage of lamps used 

4. Whether new or re-lighting old in- 
stallation 

5. Name and location of premises 
where lighting was to be installed. 

Upon receipt of these reports, the in- 
formation was tabulated in the Associa- 
tion offices in such a way the standing of 
every salesman could constantly be de- 
termined. 

Considerable thought was given to the 
unit of credit used in the contest and, 
after considerable deliberation, it was 
decided to establish a basis of “Foot 
Candlepoints” which were computed as 
shown on the preceding page. 

Through every possible channel the 
distributors’ salesmen were impressed 
with the necessity of selling customers 
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on the highest standards of proper light- 
ing. Not only was the contest designed 
to stimulate greater enthusiasm among 
the salesmen, but also to effectively im- 
press them with the desirability of selling 
a higher standard specification and, as 
an incentive towards this end, the awards 
were created on a basis where greater 
sales credit would accrue to the salesman 
selling higher intensity. 

Interest was sustained by organization 
meetings and the necessity of semi- 
monthly reports kept the drive constantly 
alive in the minds of the participants. 
Special effort by the contestants during 
the closing weeks caused the standings to 
change and fluctuate with each report. 

George R. Conover, managing director 
of the Association, says “The campaign 
tried the ingenuity, capacity and ability 
of each participating salesman to the ex- 
tent that he was made more light con- 
scious than ever before and more cog- 
nizant of the substantial possibilties of 
lighting sales.” 


New Facts About Radio 


“Radio in 1936”, new publication of 
the Columbia Broadcasting Co., con- 
tains significant data on radio owner- 
ship and listening habits as determined 
by 24,000 interviews conducted last 
year in cities of over 10,000 popula- 
tion. 

According to this report, 92.6 per 
cent of all urban families own one or 
more radio sets, and nine out of ten of 
all families whose incomes exceed 
$1,000 a year are radio owners. 

Size of the community and section of 







the country exert but negligible influ- 
ence on ownership averages, though 
small town people use radios more. 

77.3 per cent of all radios are in use 
some time during the day, 67.1 per 
cent after 6 p.m. The factor of in- 
come influences listening habits only 
slightly, the maximum variation from 
the average being only 2.2 per cent 
for any income class. 

67.9 per cent of all set sales last 
year were replacements. 





Selling Tailored 
Lighting 





(Continued from page 11) 


Elizabethtown, as well as dozens of 
churches.” 

Leads for possible business come from 
many sources. The contractor, of 
course, is a major factor. Contractor 
customers of the Dauphin company are 
quick to shift their lighting problems 
onto the capable shoulders of Mr. Leon- 
ard. They know that he can give a 
service to their customers that they can- 
not hope to match, and that he is always 
ready and willing to work with them. 

Mr. Leonard much prefers to have the 
contractor call him into the picture from 
the very start of a lighting job. This is 
the kind of cooperation that he seeks and 
encourages. Such a policy results from 
some bitter experiences. Many times 
the contractor has endeavored to carry 
through by himself to the point of rec- 
ommending and selling the fixtures. 
Lack of knowledge of the job and poor 
recommendations have upset the prospect 
to the point where the business was on 
the point of being lost. Then when Mr. 
Leonard is called in to try to “save the 
day,” the selling job is twice as hard, 
for he has to restore the customer’s con- 
fidence, before he can start over again 
to sell them on a new lighting setup. 

The. company salesmen furnish many 
of the leads. They are out in the field 
where business is to be had and they are 
constantly running into lighting jobs. 
The architects, too, are always anxious 
to have help on specialized problems 
such as lighting and go where they can 
get it. 

It has been Mr. Leonard’s aim to give 
them this help. Contractors and build- 
ers, as well as the architects, are daily 
learning by experience that they can lay 
their lighting problems in his hands and 
get a satisfactory solution—satisfactory 
because he has made of himself a light- 
ing specialist worthy of the name. 

Harrison F. Leonard is getting busi- 
ness that “sticks,” business that defies 
competition because he is creating it 
out of his own knowledge and ability. 
And month by month, rising sales figures 
are bringing him his reward. 
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Cutler-Hammer announces a brand-new front- 
operated Meter Entrance Switch Bulletin 
4331-H7, with 8 “Smash-Hit” Features: 






1 Everything worked from erates branch circuit fuse com- 
front. Mount in compact partment from main fuses. 
banks. 
2 Do all wire pulling, conduit Ss Opening door pulls main 
and mounting work from switch, deodens all fuses and 
front with empty case. Then slip exposed parts. 
interior assembly into place and 
tighten 4 screws. Permits maxi- 
mum speed, maximum ease, max- 
imum room. 






Branch circuit fuses tested 
through test slots without in- 
terrupting service. 


Completely dead-front. 2 
screws hold dead-front plate 
in place. 


Optional solid or neutral 
grounding. 


4 Reinforcing rib strengthens Patented C-H troughing 
dead-front plate, also sep- twist-out .. . easy to remove. 


Switch is 30 Amp.— 2 or 3 wire—1 or 2 main 
fuses, with 2 or 4 branch circuits. And of 
course there are plenty of convenient knock- 
outs. You'll find a ready market for Bull. 4331-H7 
in new installations and remodeling and mod- 
ernization jobs. Get full information at once. 
CUTLER-HAMMER, Inc., Pioneer Manufacturers 
of Electric Control Apparatus, 1327 St. Paul 
Avenue, Milwaukee, Wisconsin. 


SAFETY SWITCHES 





UTLER-HAMMER «<: 








BUSTUN WOVEN HOUSE & RUBBER CU. 
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All B.W.H. Friction Tapes are built on strong, closely woven 
sheeting, thoroughly impregnated with live rubber friction 
of strong, adhesive quality. Bull Dog Tape, nationally adver- 
tised for many years, is identified everywhere by the well 
known slogan — “It Sticks - It Holds - It Lasts”. 


CAMBRIDGE, MHas. 
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Letters to the 





A few months ago a manufacturer of IES lamps conducted a very 
successful campaign in New York City in which five local distributors 
and the New York Edison Co. cooperated. It was a 100 per cent 
wholesaler activity. Leading metropolitan department stores tied in 
with newspaper advertising and, in every case, bought from local 
wholesalers. 

The New York editor of Retail Ledger, a national publication serv- 
ing the department store field, vigorously attacked this campaign in 
the homeware section of his March issue. He quoted Dr. Frederick, 
assistant professor of marketing at the University of Pennsylvania, to 
support his contention that the wholesaler has no place in the dis- 
tribution of IES lamps. 

As Dr. Frederick has been a frequent contributor to ELECTRICAL 
WHOLESALING, and as we have always found him to be fair and impar- 
tial in his statements, we asked for his frank comment concerning this 
article in the Retail Ledger. 

His reply appears on this page, together with an unsolicited com- 
munication from Mr. Lown, of the Griest Mfg. Co., which was inspired 
by the same article. 

These two statements, we believe, can be effectively used by our 








salesmen readers in their contacts with department store buyers. 


Dr. Frederick “‘Misquoted” 


DEAR Mr. RowLanpD: 


I have your letter regarding Robert 
Nathans’ article in the Retail Ledger. 
To tell you the truth I have been quite 
annoyed by his use of my statements as 
to certain aspects of wholesaling. He 
quotes from my talk before the mer- 
chandise division of the American 
Warehousemen’s Association in Atlan- 
tic City last February 14th. I am 
inclosing a copy of this talk herewith 
as it was reported in Distribution and 
Warehousing. I did not mention any 
particular type of wholesaler and cer- 
tainly made no reference to electrical 
wholesalers in the handling of IES 
portable lamps. In other words, Mr. 
Nathans used only the paragraphs 
which seemed to suit his own purpose. 

This talk was based on the facts 
developed in my investigation of certain 
aspects of wholesaling and the changing 
relations between wholesalers and man- 
ufacturers. You will recall that I told 
you something of this study when I 
saw you in New York last December. 

Toward the latter part of my talk I 
restated my platform. “It is my belief 
that, with certain few exceptions, the 
most economical method of distributing 
manufactured products is still through 
the wholesaler.” 

You are, of course, at liberty to quote 
from this talk or to run it in full if you 
want to. I must, however, confess that 
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THE EpITor 


I am not familiar with the specialized 
problem you are dealing with—the par- 
ticular problem of the IES lamp. 


Joun H. FreperIck, 
Assistant Professor of Marketing, 
University of Pennsylvania 


Hyberbolus — 1936 Model 


To THE EpiTor: 


Hyberbolus, of ancient Greece never 
bothered about fact, logic or reason 
when he mounted his soap box. Given 
an audience he would rant and rave. 
He exaggerated and grew red in the 
face in voicMg nonsensical expletives. 
He was forever hitting below the in- 
tellect. Today he lives with us as a 
word in the dictionary—the word 
“hyperbole.” 

Were Hyperbolus alive today, he 
would find a worthy contemporary in 
the editor who wrote the article about 
the New York IES campaign in the 
March issue of the Home Ware Section 
of Retail Ledger. For hyperbole, more 
than any other word, fittingly sums up 
the opinionated conclusions this writer 
dishes up relating to electrical dealers 
and distributors. 

At this stage of the IES activity, 
when the movement sorely needs the 
support of every channel of distribu- 
tion, it is particularly unfortunate that 
an editor of a leading publication should 





discount, before his readers, the con- 
structive power and force of a great, 
progressive group of wholesale and re- 
tail outlets. He would be sorely pressed 
to justify this vindictive attitude 
toward distributors of electrical mer- 
chandise if called upon to so do. He 
obviously fabricates an indictment and, 
taking it upon himself to act as plain- 
tiff, prosecuting attorney, star witness, 





Walter Lown 


judge and jury, he convicts a great 
body of progressive men and concerns 
before any crime is committed. 

Born of illogical and stupid deduction 
this article is unfair, discourteous and 
downright misleading. How it ever 
could have been written, had the writer 
endeavored to secure only a fraction of 
the facts in the case, is beyond compre- 
hension. The only possible explanation 
is probably found in the fact that this 
writer is representative of the group of 
so-called “young intelligentsia” who 
have burst into print all ovet the nation 
in the past ten years. They see all, 
despite vision clouded by theoretical 
prejudice. They know everything 
despite a total lack of experience. And 
from such false premises comes the 
egotistical assumption that they are 
qualified to criticise over and above the 
lore and practice of the ages. 

This writer claims that an unfortu- 
nate feature of the campaign includes 
the use of electrical appliance distribu- 
tors. As a matter of fact, it can be said 
that in this campaign, as in many other 
IES and electrical campaigns, it would 
be unfortunate indeed if the campaign 
did not include the wholesaler. Before 
labelling the campaign unfortunate in 
this respect, the editor should have 
looked up the word “distribution” in the 
dictionary—gone over a commercial 
map of New York City and environs, 
and investigated New York’s coopera- 
tive utility, wholesaler, dealer program 
which has been functioning for many 
months. This would have proven to 
him that the injection of the electrical 
distributor into the picture was not only 
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SAFETY 
SWITCHES 





To speak conservative- 
ly, the increase in sales 


since the announce- 
ment of the VACU- 


BREAK linelast February 

is the best evidence 

the trade feels that even 

the Safety Switch in- 

dustry need not be 

hopelessly standard- 
ized but that there CAN be something NEW, 
DIFFERENT and BETTER. 


And naturally this enthusiastic trade accept- 
ance is favorably reflected in Jobbers’ stocks 
and turn-over. 


BULL DOG ELECTRIC PRODUCTS COMPANY 


Manufacturers of Safety Switches, Fusenters, Light and Power Panel Boards, Switchboards, Duct Systems 


AULL DOG ELECTRIC PRODUCTS OF CANADA, LTo., ToroNTO, ONTARIO )6OCc DETROIT, MICHIGAN 








a. 


+In Her Capable Hands, lies the 
direction of the A. Knoll Electric 
Supply Co., Cincinnati. When Mr. 
Knoll became ill, someone had to 
take over to keep things moving. 
Mrs. Knoll stepped into the breach 
and has been moving along at a 
fast clip with the help of 12 loyal, 
hard working employees. 





fortunate, but essential to the success of 
the operation. 

To our 1936 Hyperbolus, wholesalers 
are a mistake, doing nothing “for their 
cut.” He follows this assertion with 
recourse to the good old custom of 
building up his own stuffed man and 
proceeding to knock him down with the 
broad assertion that “the question has 
been raised as to the desirability of 
introducing the jobber into portable 
lamp distribution.” This is entirely a 
question of his and only his making. 
If he had bothered to look into the sit- 
uation he would have found that the 
largest IES interests involved through 
the United States are very much in 
favor of injecting the wholesaler into 
this picture and having him play the 
important promotional and development 
part he is capable of playing, in the 
movement. 

Among the most successful IES cam- 
paigns to date, have been those in Bir- 
mingham, New Orleans, San Francisco, 
Boston, Richmond, Atlanta and several 
North Carolina cities. Practically every 
one of these campaigns were exclusive 
distributor operations. Birmingham 
campaigns specifically mentioned in the 
article, were all through wholesalers. 

In the New York campaign “nothing 
for their cut” consisted of educating 
and sending out over a hundred sales- 
men to preach the IES gospel to hun- 
dreds of dealers. It involved promo- 
tional work through the mails, over the 
telephone, and in person. It included 
installing window displays and stocking 
thousands of lamps so that prompt serv- 
ice could be rendered to all retail out- 
lets, department stores included. All 
this adds up to exactly nothing, accord- 
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ing to this editor’s mathematical reck- 
oning. 

The drivel about distributors diluting 
the mark-up to the point where the 
normal retail outlet cannot afford to 
promote or even stock these lamps is 
absurd to the extreme. Who are the 
normal retail outlets? Who appointed 
them as such? Would the retail outlets 
outside of his normal charmed circle 
agree to the designation being applied 
to the others? The more this statement 
is analyzed the more it seems to be 
simply a play on words in order to find 
a pretty niche into which the word 
“dilute” might fit. It certainly is not 
reasonable and it does not make sense 
even though one may earnestly try to 
uncover its logic. 

The last paragraph finds old Hyper- 
bolus at his best—or worst. Again we 
have the incessant wandering all over 
the lot away from the facts in the case. 
The stuffed man again appears and 
once more gets knocked out. “IES 
lamps must not be made the foot-ball 
of ‘cat and dog’ wholesalers around the 
country who can add nothing to the 
picture.” This statement is indeed the 
puny child of a violent brain storm. 

It makes one wonder if this writer 
ever heard of the hundreds of progres- 
sive independent electrical distributors 
and great chain houses which day in 
and day out render valuable service to 


department stores, dealers and others. 


Employing thousands of men in hun- 
dreds of warehouses, keeping thousands 
of service salesmen making the rounds 
in hundreds of communities — mean 
nothing to him. All the effort, all the 
thought, all the organization, and all of 
the power and force of this important 





4Only 18 when he began selling 
electrical goods, M. A. Hartley is 
now one of three partners and 
manager of the Staunton, Va., 
house of M. A. Hartley & Co. He 
was in high school when he put 
in a small stock of wiring supplies 
in his dad’s basement and peddled 
them locally. His college days 
found similar work profitable. 
When he was handed his diploma 
he could think of no better busi- 
ness, so he has really gone into it 
on a first class scale ever since. 


+Sales Manager of Reichardt Elec- 
tric Co., is J. R. Thompson’s offi- 
cial title. For quite a while now, 
Mr. Thompson and his fellow sales- 
men have done a mighty able job 
on neon sign transformers. As 
a side kine they’re probably en- 
gagéd in selling the idea that 
Texas is the state to visit this 
year. 





part of our commercial structure he 
discounts. 

A trip to one of the great electrical 
wholesale conventions should most cer- 
tainly be undertaken by this opinionated 
editor. Personal contact with hundreds 
of far-sighted, aggressive and success- 
ful men, men who have contributed 
greatly to the success of the electrical 
industry as a whole, would be a most 
eloquent answer to his ridiculous 
charges. 

But once more the record of the dis- 
tributor in the electrical industry speaks 
for itself. He can add to this picture 
as he has added form, line, color, and 
art, to previous merchandising pictures. 
He can promote, distribute and sell IES 
portable lamps. He can educate dealers. 
He can secure dealer support and dealer 
promotion. And, whether this editor 
knows it or not, he can render real 
service to the department store by in- 
creasing turnover and keeping inven- 
tories to a minimum through carrying 
local stock. 

The IES movement needs wider ac- 
ceptance. Let the distribution broaden 
and the acceptance will grow to the 
benefit of every retailer, including the 
department stores, handling this new 
type lamp. Confine the distribution and 
the acceptance will be throttled down. 
These are fundamentals not to be 
denied. And they are fundamentals 
familiar to every man, woman and child 
engaged in commercial work — except 
Hyperbolus, 1936. 

WaLtteR Lown, director of sales, 
Greist Manufacturing Co., 
New Haven, Conn. 
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CLOCK HANGER OUTLET — upper left: Provides mechan- 
ical support for the clock, with electrical connection concealed. 
Gets rid of unsightly cord running from clock to nearest recep- 
tacle. Receptacle part is recessed; plug is sunk flush with wall 
so clock hangs flat over outlet. 


FLOOR OUTLET — lower left: For plugging in lamps and ap- 
pliances without nuisance of cords to wall. Deeply recessed, 
so plug is sunk flush with floor. Has two screw covers; one 
with cord hole, the other closed. Designed primarily for use 
in hardwood floors; not waterproof. 


FLUSH RECEPTACLES 


OUTDOOR RECEPTACLE — upper right: Provides permanent 
place to plug in outdoor lighting connections or appliances. 
Completely weatherproof; cadmium finish on brass. Has rub- 
ber mat fitted under plate. When not in use, metal cap screws 
over receptacle opening for further protection. 


RADIO OUTLET — lower right: Provides aerial, ground and 
power connections from a one-gang outlet. Takes a standard 
wall box and standard Bakelite plate. Receptacle is all Bakelite, 
with aerial, ground and power connections plainly marked. 
Positively fool-proof in use. 
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Practically impervious to abra- 

on, flexing, and weather conditions, 
> pmpered Rubber sheaths add one 
ore big selling point to a nationally- 
hown and fast-selling line. 
stem The 100% territorial protection af- 
es @rded wholesalers by U. S. Rubber, 
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+Only Two Birdie-Watchers, but then, Columbus, Ohio, has a lot of 


things to distract the eye. 
Weirick, secretary; A. E. 
and the purchasing agent, H. F. Ellis. 





The Wholesaler and 
the Wiring Job 





(Continued from page 9) 


road because it is a good customer of 
ours. The fact that the contractor 
is the wholesaler’s best customer, and 
that the contractor should be favored 
by letting him place the transportation 
business to his best advantage does not 
always occur to them. Most whole- 
salers will see it that way, I believe, 
when it is called to their attention.” 

“Can the wholesaler’s service be im- 
proved upon to enable you to keep this 
job going at top speed?” 

“Not materially,” he replied. “You 
know that is one of the things that the 
average wholesaler prides himself on. 
Most of them will do everything they 
can to get materials here in a rush, 
even to sending short items out special 
by the salesmen in their cars or even 
by the boss himself. I guess they 
know already how much the contractor 
appreciates being helped out in a pinch. 
Some, however, perform better in that 
respect than others, and all things be- 
ing equal will gain our preference. In 
all honesty, however, I may say that 
there is perhaps more danger of spoil- 
ing the contractor in this respect than 
of the wholesaler falling down. To 
be sure, there are times when even a 
coupling or two may be so much in de- 
mand that a few minutes saved in de- 
livery may save dollars in time. But 
we are all human and at times may take 
too much of this ultra service for our 
own good and that of the wholesaler if 
he thrusts it upon us. After all, like 
the woman who does not put a spool 
of thread in her bag but has it delivered, 
acceptance of such service costs some- 
one money. As contractor and whole- 
saler are working together in the circle 
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These folks of Loeb Electric Co. are L. S. 
Loeb, president; Mary Denton, stenographer, 


it is up to both to eliminate unneces- 
sary costs.” 

“How about the credit function of 
the wholesaler—carrying the accounts 
of the contractors?” 

“If by that you mean the relation 
to the manufacturer,” replied Mr. 
Carlson, “making it possible for the 
latter to deal with one or two whole- 
sale accounts in a center instead of 
several hundred contractor accounts, it 
is undoubtedly an economy for the 
manufacturer. 

“But if you mean the carrying of 
contractors’ accounts by the wholesaler 
beyond the customary 30-day period, I 
think that is wrong. The wholesalers 
do too much of that now for their own 
good or that of the contractors. When 
I, as a contractor, bid for and accepted 
this job, it was on the basis of a busi- 
ness man with facilities to enable me 
to undertake it and pay for materials 
and equipment as the bills became due. 
I would naturally assume that the whole- 
saler would rather do business with me 
than with a man or company not 
equipped financially to carry on with- 
out the wholesaler’s help. Every time 
a wholesaler extends undue credit to 
a competitor of mine and “carries” 
him for long periods, perhaps to take 
a loss in the end, he puts a stone in my 
path. Why do some wholesalers con- 
tinue to do this? You give the answers 
this time.” 

“How about the salesmen of the 
wholesaler? In what ways can they 
be of more help to you? What consti- 
tutes a good salesman in your estima- 
tion?” I had purposely left these ques- 
tions to the last. 

“We'll take the last one first,” he 
replied. “A good salesman from the 
contractor’s point of view is one who 
can talk the contractor’s language. By 
that I do not mean that he should 
necessarily be an ex-contractor who has 
taken up selling, though some good 
salesmen have come by that route. 


“But a salesman should make a study 
of electrical wiring methods and be up 
to date in that, particularly as to the 
latest materials and types of equip- 
ment being used. After all, it is not 
so intricate that he cannot have a good 
general idea of any wiring system. 
When I sit down and talk to such a 
man we can get somewhere. He can 
scout up a lot of useful information and 
come in with a lot of ideas that will be 
helpful to me, without peddling confi- 
dential job information, which of course 
would result in my losing confidence in 
him. 

“T also prefer to interview him in 
the office rather than out on the job. 
This is in deference to his interests and 
time as well as my own. When I am 
out on this job it is generally to per- 
form daily routine inspection, about 
which I wish to be thorough but through 
with as soon as possible, or else on 
some particular matter that requires my 
whole attention. When I am in the 
office I can give him the attention that 
his proposition merits. 

“T also like to do business with a 
salesman who knows his prices and on 
whom I can rely to be as accurate in 
his quotations as the pricing department 
itself.” 

Mr. Carlson was about through then. 
I could see that. But he had one fur- 
ther interesting comment: “After all, 
this ‘me and my job’ idea of yours may 
not be so bad. Wholesalers and con- 
tractors as a rule pull pretty well to- 
gether, though it must be confessed 
that at times they have their differences, 
as we all know. Perhaps some of these 
might be ironed out if the wholesaler 
looked at us more from the point of 
view of the jobs we are doing, rather 
than as customer personalities. Time 
spent in studying my work and how 
best to help me perform it will prob- 
ably give better results than studying 
me as a personality and trying to dope 
out the best way of selling me.” 


Columbia To Build 
New Radio Center 


The world’s newest radio center, and 
the first building in the United States 
designed especially to house the head- 
quarters of a major broadcasting net- 
work, will be erected at Park Ave. and 
59th St., New York City, by the Colum- 
bia Broadcasting System. 

The structure will be designed to 
house the most modern studios, engi- 
neering equipment, and offices necessary 
for the operation of the broadcasting 
plant which now serves the key sta- 
tion, WABC, in New York, and 100 
other affiliates from coast to coast. 
Details of building plans and the start 
of construction will be announced some 
time later, since Columbia’s lease of its 
present headquarters at 485 Madison 
Ave. will not expire until 1939. 
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YOU 


ELecTaICA @ Building is gradually coming back. 
In ’most every city of any size foun- 
dations are being laid for apartments 
and other buildings. And the materials 
for the electrical systems of such 


structures boost sales and profits. 


Genuine ELECTRUNITE Steeltubes—the pioneer and 
original electric resistance welded electrical metallic 
tubing—will be specified by architects and used by 
contractors for a countless number of buildings 
this year. It is the ideal and economical 
raceway for wiring in all types of buildings. 
It is fully approved, provides. adequate 
protection, is long lasting, and it costs 
no more than ordinary brands which 
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Patent No. 1,962,876 
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to Increase Sales and Profits 





CLEVELAN D 





do not enjoy the same universal acceptance. 


Genuine ELECTRUNITE Steeltubes requires no 
threading —three simple fittings adapt it to any 
job. It is light in weight, easy to handle, easy to cut 
and bend. Its patented knurled inside surface makes 
wire pulling approximately 30% easier. And an 
even, non-flaking galvanized finish resists corrosion. 


If you stock genuine ELECTRUNITE Steeltubes, 
take advantage of its outstanding features and 
advertising to obtain greater volume of con- 
duit business, and also gain accompanying 
sales of fittings, wire, fixtures, etc. If you 
do not stock genuine ELECTRUNITE 
Steeltubes, write us for information. 


able in 44", 34" and 1” sizes 
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Trade Associations 





Pacific Wholesalers 
Discuss Taxation 


Relations with manufacturers was 
the center of discussion in the West 
recently, when the Pacific division of 
NEWA convened for its summer 
meeting at Del Monte, Calif. At a 
two-day symposium, papers represent- 
ing all phases of the wholesaler, manu- 
facturer and manufacturer’s agent 
relationships were presented. The Ben 
Franklin Club of Los Angeles spon- 
sored the case of the manufacturer, 
while R. A. Balzari, president of the 
McGraw-Hill Co. of California sum- 
marized discussions for both sides. 

Taxation was emphasized in closed 
wholesaler meetings. Wholesaling 
costs in the West, due principally to 
higher taxes, were estimated to be 
25 per cent higher than the national 
average. 

To Charles Goodwin of the General 
Electric Supply Corp. went the prized 
Copper Cup for winner of the golf 
tournament, prime sports feature of 
the summer meetings. W. B. Saw- 
yer, Jr., of the American Steel & Wire 
Co. won both the Manufacturers’ and 
Oakes trophies. In a new team play 
event, Charles Goodwin and George 
Bryant of Economy Fuse & Manu- 
facturing Co. won from the field. 


° 


NEWA Publicity Committee 


The following wholesalers have been 
appointed to serve on a special publicity 
committee, according to E. Donald 
Tolles, managing director of NEWA: 
George H. Wahn, Boston, chairman; 
Philip Cass, Philadelphia, and H. D. 
Roseth, Chicago. 

This committee will investigate the 
desirability of a publicity campaign to 
promote purchasing through the whole- 
saler and will report to the executive 
committee at the Buffalo convention 
next month. 


Portable Lamp Buyers 
Hear IES Story 


A meeting of buyers of portable 
lamps, held in connection with the an- 
nual lamp show at the Hotel New 
Yorker on July 21, was addressed by 
Merrill E. Skinner, vice-president, 
Niagara Hudson Power Corp., and 
F. C. Foster, of the Foster & Davies 
advertising agency. These speakers 
told of the history of the Better Light 
—Better Sight movement, and described 
how the campaign planned for October 
will involve the joint efforts of retailers, 
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utilities, and local civic associations. 
Charles Shaughnessy, merchandise 
counselor, R. H. Macy & Co., who pre- 
sided at the meeting, urged upon the 
buyers present that they extend every 
cooperation to the IES activity this 
fall. 


NEMA Publishes Bulletin on 
Wire and Cable Standards 


The National Electrical Manufactur- 
ers Association has just released a bulle- 
tin, Number 36-32, containing the 
NEMA standards for wires and cables, 
including the conductor, insulation, 
fibrous covering and lead _ sheath. 
Copies of the pamphlet may be obtained 
from the New York headquarters, 155 
East 44th St. 


EEI Designates October as 
Buffet Service Month 


October has been designated Elec- 
tric Buffet Service Month by the Edi- 
son Electric Institute and cooperating 
electrical manufacturers who will 
capitalize on the popularity of buffet 
serving by sponsoring an extensive 
promotional campaign early this au- 
tumn in which dealers in electrical 
housewares everywhere will be invited 
to participate. Contributing members 
of NEMA and their distributors will 
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back the program in which virtually 
every department store, central station 
and utility dealing in electrical house- 
wares will take part. 


Electrical Inspectors To Hold 
Annual Meeting in September 


The 1936 annual meeting of the east- 
ern section, International Association of 
Electrical Inspectors will be held at the 
Hotel New Yorker, New York City, 
September 8-10. Business sessions will 
revolve around the National Electrical 
Code. Proposals for code revisions 
will be presented and latest develop- 
ments of the electrical industry will be 
both shown and explained to the 
inspectors. 

A feature of the meeting will be the 
so-called “Red Flame House.” This 
will be constructed at the Hotel New 
Yorker and wired with all manner of 
wiring violations. Inspectors will be 
invited to* pass through this house and 
make note of all the wiring violations 
they can detect within a given time in 
competition with their fellow inspectors 
attending the meeting. 


IES Convention To Be 
Held in Buffalo 


The Illuminating Engineering Society 
will hold its 30th annual convention at 
the Hotel Statler, Buffalo, August 31 
to September 3. Authorities on lighting 
will present papers of interest to those 
concerned with better lighting for the 
home, office and industrial plants. Sev- 
eral manufacturers will exhibit the latest 
developments in light sources. 
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+Sampling Some Tasty Tidbits at the model kitchen sponsored by the 
Electrical League of Cleveland and exhibited at the Great Lakes Expo- 


sition there. 


Ralph H. Jones, League secretary; H. H. Kennedy, Cleve- 


land district manager for Frigidaire, and Mrs. Marguerite Worth, League 
director of home economics, are dedicating the exhibit with some frozen 


delicacies prepared in the special, 


window-door Frigidaire at the right. 
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YES, MR. SMITH 
ILL BE RIGHT IN 


TY CE0)~ AND A READY MARKET! 


Webster Electric quality has now been injected into the 
field of intercommunicating systems. This new Webster 
Electric intercommunicating unit affords every electrical 
wholesaler an opportunity to cash in on a new, huge and 
highly profitable market. 


This new Webster Electric unit is built in strict accordance 
with the high standards of Webster Electric quality. It is 
an amazing value at its price. . . . It has been built to 
precise Webster Electric standards, not down to a price. 





Send for our catalog pages right now and have your men 
concentrate on this new, simple method of inter-office 
and inter-departmental communication. 


Not only is the new Webster Electric Intercommunicating 
System an attractive unit, but it is extremely simple—no 
extra units—no separate microphone. It is completely 
self-contained. Merely press the control lever downward 
to speak, then release to listen. The jewel pilot light shows 
when the unit is ready for use. 


Suitable for either AC or DC; absolutely hum-free; variable 
volume control; and unusually faithful voice reproduction. 
It is simplicity itself to install; intercommunicating distance 
practically unlimited; and very economical in current 
consumption. Although non-selective, as many as six 
stations may be operated on a single system. 


Here is an intercommunicating system that has everything, 
including Webster Electric quality. Write today for fully 
detailed information and catalog pages. Your men can sell 
Webster Electric’s intercommunicating system with con- 
fident pride and healthy profit. Address: WEBSTER 
ELECTRIC COMPANY, Racine, Wisconsin. Export Dept., 
100 Varick St., New York City. 


Webster Electric Sound Systems are licensed 
by agreement with Electrical Research Products 
Inc., under patents owned by Western Electric 
Company, Inc. and American Telephone and 
Telegraph Company. 


WEBSTER ELECTRIC 
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TO HELP YOU BUY= 


— leading manufacturers will give yo le 
in Electrical Contracting’s forthcomincn 


The new Buyers Reference Number* of Electrical 
















Contracting is now being completely revised and 
brought up to date. 

Many manufacturers will supplement their listings in 
the new Buyers Reterence with further details and 
illustrations of their products, catalog data, lists of 
branch offices, warehouses, etc. 


Consult this valuable data when planning, specifying 
or buying — you will save time and money. *The Buyers Reference 


will be published as 


ELECTRICAL CONTRACTING ne a Walaciailane 


330 West 42nd St., New York, N. Y. : 
Electrical Contracting 
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o letailed information on their products 


c:nnual Buyers Reference Number 


ACKERMAN-JOHNSON CO. 


ACME ELECTRIC HEATING CO. 


AIRCRAFT MFG. CO. 
ALLEN-BRADLEY CO. 
ALLEN CO., L. B. 
AMERICAN BLOWER CORP. 
AMERICAN BRASS CO. 


AMERICAN STEEL & WIRE CO. 


AMERICAN TRANSFORMER 
co 


ARROW-HART & HEGEMAN 


ELECTRIC CO. 
AUTOMATIC ELECTRIC MFG. 
co. 


AUTOVENT FAN & BLOWER 
co 


BECKER BROS. CAREON CO. 
BENJAMIN ELECTRIC MFG. 
co 


BETZ BROS., FRANK S. 
BLACK & DECKER MFG. CO. 


BRYANT ELECTRIC CO. 
BURNDY ENGINEERING CO. 
CALEBAUGH SELF-LUBRICAT- 


ING CARBON CO. 
CHICAGO EXPANSION BOLT 
co. 


COLT'S PATENT FIRE ARMS 


MFG. CO. 


CONTINENTAL ELECTRIC CO. 


CO-OP ELECTRIC SUPPLY CO. 


COUCH CO., S. H. 
CRESCENT INSULATE) WIRS 


& CABLE CO. 


CURTIS LIGHTING INC. 
DANTE ELECTRIC MFG. CO. 
DECELECO INC. 

EDWARDS & CO. 
FAIRBANKS MORSE CO. 
FEDERAL ELECTRIC CO. 
FULLMAN MFG. CO. 


GENERAL ELECTRIC CO., 
BRIDGEPORT, CONN 


GENERAL ELECTRIC CO. 
SCHENECTADY, N. Y. 


GENERAL ILLUMINATING CO. 
GRAYBAR ELECTRIC CO. 


GREENLEE TOOL CO. 
GRUBER BROTHERS 
HART MFG. CO. 


HAZARD INSULATED WIRE 
WORKS 


HEINEMANN ELECTRIC CO. 
HERWIG CO. 

HOSKINS MFG. CO. 

HUDSON CO., ALEX R. 

IDEAL COMMUTATOR a 


JEFFERSON ELECTRIC CO. 
KATO ENG'NEERING CO. 
KILLARK ELECTRIC MFG. CO. 
KIMBLE ELECTRIC CO. 

KLEIN & SONS, MATHIAS 
KRUEGER & HUDEPOHL 

THE LEW FITTINGS CORP. 
LITTLEFUSE LABORATORIES 


MARK & CO., CLAYTON 
MARQUETTE ELECTRIC 


SWITCHBOARD CO. 


MATTHEWS CORP., W. N. 
McGILL MFG. CO. 

MICA INSULATOR CO. 
MINERALLAC ELECTRIC CO. 
MISENER MFG. CO. 
MOTOR CITY ELECTRIC CO. 
NATIONAL CARBON CO. 


NATIONAL VULCANIZED 
FIBRE CO. 


NOMA ELECTRIC CO. 
OHIO CARBON CO. 
OKONITE CO. 


OVERBAGH & AYRES MFG. CO. 


PAINE CO. 

PARTRICK & WILKINS CO. 

PASS & SEYMOUR, INC. 

PLYMOUTH RUBBER CO. 

QUADRANGLE MFG. CO. 

RALCO MFG. CO. 

RATTAN MFG. CO. 

REFLECTOR & ILLUMINATING 
co 


RELIANCE AUTOMAT C 


LIGHTING CO. 


RODALE MFG. CO. 
ROEBLING'S SONS CO.., 


JOHN A. 


RUBY CHEMICAL CO. 


When planning, specifying or buying, 


first to the Buyers 
you will save time and money! 









































A PARTIAL LIST OF MANUFACTURERS WHO HAVE ALREADY RESERVED SPACE: 


SHAKEPROOF LOCK WASHE® 
co. 


SHERMAN MFG. CO., H. B. 
SIGNAL ELECTRIC MFG. CO 
SILVEY PIPE BENDER CO. 
SIMPLET ELECTRIC CO. 
SOLA ELECTRIC CO. 
SORGEL ELECTRIC CO. 
SQUARE D CO. 


STEEL & TUBES INC. 
STURTEVANT CO.., B. F. 
SUNDT ENGINEERING CO. 


SUPERIOR INSULATING TAPE 
co. 


THOMPSON & SON CO., 
HENRY G. 


TRIANGLE CONDUIT & CABLE 
Co. 


TRUMBULL ELECTRIC CO. 


UNITED STATES RUBBER 
PRODUCTS INC. 


VAN CLEEF BROTHERS 
WAGNER ELECTRIC CORP. 
WATERVLIET TOOL CO. 
WATSON-STILLMAN CO. 
WEBSTER ELECTRIC CO. 
WESTERN FELT WORKS 


"WESTINGHOUSE ELECTRIC & 


MFG, CO. 
WIREMOLD CO. 
WOLVERINE TUBE CO. 


WURDACK ELECTRIC MFG. 
Co., WILLIAM 


ZENITH ELECTRIC CO. 


always refer 
Reference Number for data— 

















Midwest Distributing Moves 
To Larger Quarters 


The Midwest Distributing Co., Chi- 
cago, recently moved from 611 W. 
Adams St. to more spacious quarters at 
320 S. Jefferson St. Located on the 
first floor the firm now has ample win- 
dow and floor space to display and 
warehouse the manufacturers’ lines for 
which they act as agents in Illinois and 
Wisconsin. 

Darwin O. Hollie, owner of the firm, 
and his associates held a house warm- 
ing at the new location which was at- 
tended by 250 wholesalers, contractors 
and neon sign manufacturers. 


New Graybar Managers 
At Three Branches 


J. A. Mayer, formerly manager of the 
Denver Branch, Graybar Electric Co., 
has been appointed manager at Cleve- 
land. S. B. Hardin, formerly line ma- 
terial specialist at Kansas City, has been 
made sales manager at Denver, succeed- 
ing Mr. Mayer. At Salt Lake City, 
R. W. Kimberlin is the new manager. 
Mr. Kimberlin has been merchandising 
manager at the San Francisco house. 


Further Expansion Reported 
By F. B. Connelly 


The F. B. Connelly Co., appliance 
distributor with branches in Seattle, 
Portland, Spokane, Billings and Great 
Falls, have just distributed to their 
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Number 80 For Graybar. Opened recently at 1723 L St. 


dealers a supplement to their Golden 


Jubilee catalog. This company now 
employs about 90 people, and continues 
to expand its sales force. Recent addi- 
tions include C. A. Tubbs as manager 
of Spokane operations, Lowell G. 
Jackson as sales representative in Idaho 
and Montana, and R. D. Lord as sales 
representative in the Yakima and 
Wenatchee Valley. 


George H. Wahn Co. Moves 


The George H. Wahn Co. has moved 
into new quarters at 101 High St., Bos- 
ton. Their former location was 69 
High St., where they did business for 
19 years. The firm’s new home has 
25,000 sq.ft. of floor space, with dis- 
play room and sales counter on the first 
floor, and clerical offices and stock on 
the upper floors. The basement con- 
tains fast-moving stock items and the 
shipping department. 


Richmond Made Sales 
District by G.E. Supply 


G-E Supply Corp., Richmond, Va., 
formerly a branch of the Baltimore dis- 
trict, has been made the main house in 
a separate sales district, it has been 
announced by J. L. Busey, president 
of the corporation. The new district 


comprises branches at Charlotte, N. C. 
and Raleigh, N. C. 

H. R. Weisiger has been appointed 
district manager and also will serve as 
sales manager of supplies. 


B. A. Pro- 
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Sacramento, 


Cal., this house serves as headquarters for the service and sales staff 


of the Sacramento Valley region. 
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pert, formerly a district specialist for 
the G-E Appliance and Merchandise De- 
partment, Philadelphia office, has been 
appointed district appliance sales mana- 
ger. G. B. Fleming and E. J. Davis 
have respectively been appointed district 
service manager and district credit 
manager. 


Kahn Named Chairman of 
Salt Lake Chest Fund 


J. A. Kahn, district manager of the 
General Electric Supply Corp., Salt 
Lake City, has been named as chairman 
of the 1936 Community Chest drive. 
The Salt Lake campaign, scheduled to 
open December 2 and close December 
9, is part of the 1936 Mobilization for 
Human Needs, a concerted effort on 
the part of 35 national welfare organ- 
izations, under the general chairmanship 
of Gerard Swope, president, General 
Electric Co. 


Johnson of Cooper-Louisville 
Heads New Firm at Tampa 


J. E. Johnson, founder and president 
of the Cooper-Louisville Co., Louis- 
ville, Ky., resigned July 1 as president 
of that firm, to found the Johnson Dis- 
tributing Co., of Tampa. Mr. Johnson 
is president of the new company, which 
will distribute Crosley radios and other 
Crosley products. Immediately upon 
Mr. Johnson’s resignation as president, 
he was unanimously elected vice-presi- 
dent and director of the Cooper-Louis- 
ville Co., which he organized in 1922. 

S. J. Rapier, vice-president of the 
Sooper-Louisville Co. was elected presi- 
dent to succeed Mr. Johnson. H. O. 
Thomas, secretary-treasurer of the 
Louisville concern, will continue in that 
position. The firm moved into new and 
larger quarters on July 1. 


Wesco Promotes Riley 


On July 1, A. Riley, formerly branch 
manager for the Westinghouse Electric 
Supply Co. at Newark, was transferred 
to New York as supply sales manager 
for the New York district. Mr. Riley 
will report directly to H. B. Tompkins, 
district manager. 

W. L. Nisbit, who has spent several 
years with Wesco as a salesman in New 
York and Albany, replaces Mr. Riley 
as manager of the Trenton house. 


New Name Adopted 
By Canadian Firm 


The Brettell Distributing Co., Ltd., an 
old Vancouver concern, has now 
changed its name to Brettell, Ltd. The 
firm is located at 541 Howe Street. 
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This is how a piece of 
DUTCH BRAND Friction 
Tape would look if 
magnified many times 
ronate MEY sd oelachi-1e ME lal iomm it 


o® 





@ Actually that’s what you get... some- 
thing for nothing! And that’s what 
jobbers who carry DUTCH BRAND 


Friction Tape, give their customers. 


The fourth layer of rubber on DUTCH BRAND 
Friction Tape is that extra.something that makes 
DUTCH BRAND so good. More rubber means 
longer life, tighter adhesion and insulating strength 
far greater than the usual two or three coat tapes. 
Nothing extra’is charged for the ‘‘Extra Service’’ qualities of 
DUTCH BRAND Friction Tape, the largest selling tape in the 
electrical trade. It's good because it’s made better. It sells better 


too. Getting repeat business is something the DUTCH BRAND 
jobber never worries about. 


You, too, can build a more profitable tape business with DUTCH 
BRAND. Why not ask us to show you how? 


\VANCLEEF BROS. 33; 
Manufacturers 
Woodlawn Ave., 77th to 78th Streets, Chicago, U. S. A. 








Contains 10 standard 


8 rolls, the economical way 


for repairmen, electr 


contractors and industrial 
users to purchase Friction 


Tape where individually 


toned tape is not required. 





DUTCH BRAND Rubber 
Insulating Tape 
Fusesinstantly without 
heat. Molds into one 
solid piece. It 
s-t-r-e-t-c-h-e-s without 
breaking because it 
contains more live, new 
rubber. Approved by 
Underwriters Labora- 
tories. 


The Jumbo Package 
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Seeeee® 
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Standard Packages 


The Nos. 8, 4, 2 and 1 sizes 
are all available inthe well 
known orange and blue 
individual and display. 
cartons and metal counter 
dispensers for retail sale. 








DUTCH BRAND Pictction Fape_. 


EXCEEDS THE QUALITY SPECIFICATIONS OF THE A. S. T. M. 
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+Summer Comes To Knoxville 
and with it the welcome departure 
of coats. These three fellows, 
members of the Graybar house 
there, are J. A. Forester, E. J. 
Costello and R. L. Coward. Sales- 
man Costello recently transferred 
from Chattanooga where he was 
located for a year and a half. 


Graybar Announces July 
Service Awards 


During July, ten Graybar employees 
will celebrate service records ranging 
from 20 to 35 years. 

Elmer L. Johnson, manager at Daven- 
port, completes his 25th year, all of 
which have been spent in the Chicago 
district. He started in the student 
course at Hawthorne immediately after 
his graduation from the University of 
Illinois, and worked up through the 
sales department to his present position. 

John H. Littleton, Savannah sales- 
man, completes his 20th year; and Rich- 
ard C. French, manager of the power 
apparatus and lighting department at 
Atlanta, rounds out his 25th year. 

Roscoe E. Moore, manager of the 
industrial department at Cincinnati, 
completes his 30th year of continuous 
service. Harry H. Binder, in the sup- 
ply sales at Philadelphia, is another 30 
year man. Clarence E. Furber, mer- 
chandise specialist at Minneapolis, gets 
the 20 year award. John J. McFadden, 
shipping clerk at Varick Street, leads 
them all, with 35 years of service. 
Josephine Hutchison, head of the office 
service at Pittsburgh, completes her 
30th year, and Marion J. Grant, tele- 
phone operator at Boston, and Emma E. 
Hoey, in the office service department 
at general headquarters, both receive the 
25 year award. 


New Distributors Appointed 
By Fairbanks Morse 


The home appliance division, Fair- 
banks Morse & Co., announces the ap- 
pointment of the following firms as 
distributors: Keith, Simmons Co., Nash- 
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ville; Northeastern Radio, Inc., Provi- 
dence; York Automotive Distributing 
Co., New York City; and the Grant- 
Dadey Co., Minneapolis. 


Frank H. Bran Co. 
Changes Address 


The Frank H. Bran Co. of San Fran- 
cisco, has moved from 90 Townsend St. 
to new and larger quarters at 894 Fol- 
som St. The company has recently been 
appointed distributors for the M. B. 
Austin Co., Chicago, and the North 
American Lamp Co., St. Louis. <A 
branch lamp warehouse is located at 125 
Santa Fe Ave., Los Angeles. 


Grainger Approved as 
Safecote Distributor 


W. W. Grainger, Inc., Chicago, has 
been listed as approved distributor of 
Safecote wire and will carry complete 
stocks in all 12 of their warehouses lo- 
cated throughout the country. Conduit, 
fittings, switches and wiring devices 
will also be stocked. 


G. E. Supply Appointments 


New appointments recently announced 
by the General Electric Supply Corp., 
Bridgeport, include H. A. Meixner as 
district credit manager at New York, 
and S. E. Waddill as branch manager 
at Norfolk. 


Grand Rapids Wholesaler 
Moves to New Quarters 


The Electric Supply Co., of Grand 
Rapids, celebrated the opening of their 
new quarters at 317 Bond Ave., N.W., 
by a three-day industrial exhibit, June 
24 to 26. The firm’s former address 
was 109 Campau Ave., N.W. 


American Electric Adds 
Fixture Display 


G. R. Hayden, manager of the Kan- 
sas City branch of the American Elec- 
tric Co., St. Joseph, Mo., reports that 
a separate department has been created 
at the Kansas City house for the sale 
of lighting fixtures, and a new display 
room. installed. 


Vancouver Distributor 
Promotes Hamer 


Harold G. Hamer has been ap- 
pointed to the directorate of McLennan 


McFeely & Prior Ltd., large wholesale 
hardware, electrical, automotive, china, 
and sporting goods dealers of Van- 
couver, Victoria, and New West- 
minster. Mr. Hamer joined the firm 
24 years ago, and is now chief buyer 
at the head office in Vancouver, a 
post he will continue to hold in addi- 
tion to acting as director. 


Obituary 


Clayton Mark 


Clayton Mark, president of Clayton 
Mark & Co., Chicago, died July 7 at 
his home in Lake Forest, IIl., after a 
month’s illness. He was in his 79th 
year. This veteran steel man and civic 
leader was a native of Fredericksburg, 
Pa. He eame to Chicago at 14 and 
went to work four years later as a 
clerk for the Chicago Malleable Iron 
Co., later the National Malleable Steel 
Castings Co. He was serving this con- 
cern as an executive in 1902 when he 
left to form the Mark Mfg. Co., which 
he headed until its merger in 1919 with 
the Steel & Tube Co. of America. He 
was chairman of the board until 1925, 
when it was sold to the Youngstown 
Sheet & Tube Co. at which time he 
organized his own firm of Clayton 


Mark & Co. 


Herbert O. Phillips 


Herbert O. Phillips, for many years 
president of the Phillips Wire Co., Paw- 
tucket, R. I., died suddenly at his sum- 
mer home in Oak Bluffs, Mass., on 
July 13. He was born in Providence 
78 years ago, and with his brother, the 
late Edgar B. Phillips, built up one of 
the largest wire making establishments 
in the country prior to its merger in 
1925 into the General Cable Corp. Since 
leaving the Phillips organization, Mr. 
Phillips had engaged in manufacturing 
rubber products and was _ financially 
interested in the Collyer Insulated Wire 
Co., Pawtucket. 


L. W. Thayer 


L. W. Thayer, northwestern repre- 
sentative for the Jefferson Electric Co. 
during the past 12 years, died suddenly 
on June 19, near Fort William, Ontario, 
while aboard a Canadian Pacific train. 
Born 56 years ago at Wausau, Wis., 
Mr. Thayer spent many years in the 
west, formerly representing the Chicago 
Fuse Mfg. Co. in that territory. As 
representative for Jefferson, he had 
been traveling out of Seattle, covering 
Washington, Oregon, Montana, and «a 
large Canadian territory. 
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NEW CONSTRUCTION 
































vel DN Doe: 


Let Paulding Wiring Devices help you 
to get the most out of the rising con- 
struction market. 


Every new building needs wiring devices 
—and Paulding offers the finest at a 
price that makes selling easy and 
insures you profit. 


25 years of service to the electrical 


industry. Quality always maintained 
regardless of price or business condi- 
tions. 


Our plant is equipped for the complete 
manufacture and assembly of all parts. 
Why not write today for the Paulding 
catalog containing illustrations and 
complete specifications on all Paulding 
products? 











JOHN |. PAULDING, Ine. 47 


SX EW BEDFORD, MASS. 


o « 
- SATISFACTION x 
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Triangle Electric Takes Over 
Majestic Lines 


The Triangle Electric Co., Chicago, 
Ill., has bought the trade-marks, good 
will and patent rights of the Grigsby- 
Grunow Co., manufacturers of Majestic 
radios and refrigerators. N. L. Cohn, 
president of the newly-organized Ma- 
jestic Radio & Television Co., an- 
nounces that the new line will be in 
production immediately, and predicts 
that the company will employ 10,000 
persons by the end of the year. 


Cutler-Hammer Sales Office 
In Los Angeles Moves 


The Los Angeles sales office of Cutler- 
Hammer, Inc., Milwaukee, Wis., manu- 
facturers of electric motor control ap- 
paratus, has been moved to new quar- 
ters at 1331 Santa Fe Ave., Los An- 
geles. This office is in charge of Mr. 
W. G. Tapping. 


Crosley Buys Control of 
Cincinnati Reds 


Powel Crosley, Jr., president of Cros- 
ley Radio Corp., announced last month 
that he had purchased the controlling 
interest in the Cincinnati Baseball Co. 
About two years ago Mr. Crosley was 
first persuaded to interest himself in the 
then doubtful future of the club through 
the purchase of stock. His latest an- 
nouncement is the confirmation of the 
control which he has exercised since 
that time. 


General Electric to Re-Open 
Buffalo Lamp Factory 


The General Electric Co. has an- 
nounced that its Buffalo plant will be 
re-opened for the manufacture of auto- 
mobile lamps on September 1. Em- 
ployment will be provided for about 
200. This plant, formerly devoted to 
the manufacture of Christmas tree 
bulbs, has been closed since 1932. 


Emerson Electric Moves 


Warehouse and Office 


The Emerson Electric Mfg. Co. re- 
cently leased 43,000 sq.ft. of warehouse 
space at Chouteau and Theresa Ave., St. 
Louis, to make room for additional man- 
ufacturing operation at their former 
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address. The manufacturing depart- 
ment will also occupy the present gen- 
eral office location, and the offices will 
be moved to 19th and Washington Aves. 


Julian A. Hawks Joins 
Triangle Conduit 


J. A. McAuliffe, president, Triangle 
Conduit & Cable Co., has announced 
the appointment of Julian A. Hawks 





Julian A. Hawks 


as vice-president in charge of sales. 
Mr. Hawks was for several years 
managing director of the Eastern Elec- 
trical Wholesalers Association. For 
the past few years he has been con- 
ducting his own manufacturers’ agency 
in New York City, under the firm 
name of the Hawks, Heron Electric 
Sales Corp. 


New Westinghouse Plant in Ohio 
To Manufacture Small Motors 


Due to expansion in its merchandis- 
ing lines the Westinghouse Electric & 
Mfg. Co. will transfer the manufacture 
of small motors from its Springfield, 
Mass., works to a new factory at Lima, 
Ohio. 

The buildings at Lima include ap- 
proximately 300,000 sq.ft. of floor space, 
and are of single story construction. 
Motor production facilities at Lima will 
be about 50 per cent greater than at the 
Springfield works. The new plant will 
be under the direction of R. F. Fren- 
ger, manager, small motor division. 


Wholesalers and Agents Added 
By National Fan 


Several new wholesalers and agents 
have been appointed by National Fan 


and Blower Corp., Chicago, to handle 
their line of heating, ventilating and 
air conditioning equipment. 

Wholesaler appointments include 
F. W. Dodge Electric Supply Co., 
Tulsa; Mideke Supply Co., Oklahoma 
City; Meletio Electric Supply Co., Dal- 
las; Walter Refrigeration and Electric 
Supply Co., Houston; Turner Supply 
Co., Mobile; Braid Electric Co., Nash- 
ville; Mayer Electric Co., Birmingham 
and Belden Electric Co., Joplin, Mo. 

New additions to the agent list in- 
clude Electron Engineering Co., New 
Orleans; Elliott Equipment Co., Minne- 
apolis; H. T. Purcell Co., Chattanooga ; 
F, R. Menzies, New Haven and E. S. 
Bishop, New York. 


New Fixture Patterns 


Acquired by Gruber 


A recent purchase of fixture patterns 
by Gruber Bros. from Horn and Bran- 
nen, includes drawings and records cov- 
ering the development of the business 
during the past 50 years. The patterns 
cover a variety of applications, and sup- 
plement a prior collection secured from 
the Robert Phillips Co. 


Canadian Triangle Conduit 
Opens Vancouver Office 


The Canadian Triangle Conduit 
Company Ltd. has taken out extra pro- 
vincial incorporation papers in British 
Columbia. The firm has paid up capi- 
tal of $52,500 and head offices at 2382 


Dundas Street west, Toronto, with 
British Columbia offices at 572 Beatty 
St., Vancouver. 


National Electric Buys Lines 
Of Raymond Roth, Inc. 


The National Electric Products Corp., 
Pittsburgh, has acquired the business of 
Raymond Roth, Inc., New York City, 
manufacturers of Goeller connectors and 
Charmond terminal blocks. Manufac- 
ture of these lines will be continued by 
National Electric Products, with engi- 
neering, sales and production details 
directed by Mr. Raymond Roth. 


New Officers for 
G M Electric 


Milton Garfinkel, of the G M Elec- 
tric Corp., lighting fixture distributors 
and manufacturers of Jersey City, N. J., 
announces his appointment as vice- 
president in charge of sales. Harry 
Roes, formerly associated with Ansehl 
& Co., of Pittsburgh, has been made 
secretary-treasurer. 
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FLASHLIGHTS 


The Copperlite retails at $1.00 com- 


So a : . Pati “9 plete with cells. No. 1 Deal includes 6 
He re 1S date fa mous Ray O \ ac IS Wey Coent-ta le Copperlites, 48 Ray-O-Vac Unit Cells 


Flashlight ... with the exclusive fool- ae See ages: Daher ae Game 


proof switch and the laurel-etched 
Silverchrome case. And below, 
the Rotomatic Display Unit 

No. 2 Deal — 6 Rotomatic 
Flashlights, 48 cells, and 

free display. Dealer 

cost $7.40. 


The Silverchrome Dualite retails at 
$1.25 complete with cells. No. 3 Deal in- 
cludes 6 Dualites, 48 Ray-O-Vac Cells 
and free display. Dealer cost $7.40. 














The Focusing Flashlight retails at 65¢ 
complete with cells. No.4 Deal includes 
Here are the  season’s 6 Flashlights, 48 Ray-O-Vac Unit Cells 
biggest, most popular and free display. Dealer cost $5.00. 
Flashlight values . .. . 
the easiest to sell of all 


Sold l — half Pinner os RAY-O0O-VAC 
edie sal VAC flashlights and 4 COMPANY 


through dozen RAY-O-VAC cells. ea 
Jobbers FRENCH BATTERY COMPANY 
MADISON, WISCONSIN 
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Index of Business Activity 


in the 


Eleetriecal Wholesaling Trade 


(January, 1935 — 100) 
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Net Sales Inventories Receivables Collections 
TERRITORIES Month of JUNE, 1936, Compared with 
May,1936 Nune,1938 | May, 1936 jJune,i935 | May, 1936 |Uune,1935 | May, 1936 |June 1935 
North Atlantic =4 +29 ~% +23 fe) + 18 + 21 +28 
Middle Western . =o oo ‘| +4 + 38 —2 +26 +15 +50 
Southern +3 + 64 +5 +33 +10 +58 | -3 | +53 
Western -§ + 21 -2 +14 +2 +25 +7 + 44 
‘ 
Pacific Coast +3 +2) - 9 +19 -§ + 24 + 20 + 41 
NATIONAL AVERAGE —2 + 39 0 +27 +3 + 27 + 14 + 4l 
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% 1. ROAST-OR-GRILLE: The latest and great- 
est of portable electric cookers.. . with the 
unique Grille-in-Lid for broiling besides the 
perfect oven for roasting, baking, etc. ... with 
pan set. COMPLETE RETAIL $25.00 


%& 2. 2-SLICE AUTOMATIC TOASTER: Fea- 
turing feather touch control, silent operation, 
Glow Cone and bell signals, convenient crumb 
tray. Full thermostatic control makes melba 
toast, keeps toast warm. In short, all that is best in 
automatic toaster design unites to make this 
another Proctor leader. RETAIL $14.50 


ie 3. TOASTER TRAY SET: The smartest ever 
seen... plate glass tray, chrome trim; glass 
relish dish, service plates, toast trimmer . . . and 

the new PROCTOR automatic toaster. 
RETAIL $22.50 


*- 4. TRAY STAND: Thin bars of chromium that 
open to hold the tray and fold to stow away. 
RETAIL $5.00 


* 5. TURN-O-MATIC TOASTER: Both doors 
open when either one is lowered, turning toast 
automatically. Non-automatic toasting .. . all- 
chrome finish. A sure-fire seller at its surprising 


price. RETAIL $2.95 
. 6. WAFFLERS: Four striking new models, 
each an incomparable value. . . two fully auto- 


matic, with Glow Cone signal. 
RETAIL $8.95 and $9.95 
Two marvelous non-automatics with novel device 


that shows how hot the grids are at any time. 
RETAIL $5.95 and $6.95 


% 7. SPEED IRONS: New “Styled for Service” 
models that win in every way over other irons. 


Sellers all. RETAIL $6.95, $7.95, $8.95 
% 8. HEAT METER IRONS: Greatest of non- 
automatics, with fabric heat indicator that tells 
when heat is safe. 3 models . . . Deluxe $3.95 
. .. Switch-Plug $3.45 .. . Price Leader $2.95. 


And Many Other ‘Styled for Service’ Selling Stars. 
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NEW FALL LINE 
A Big Hit with Housewares Buyers 


Electrical merchandising men from everywhere came to the New York 
Housewares Show to see what is new and what will sell in small appliances. 

They found a fortune of new ideas at the Fall Opening of the PROCTOR 
“Styled for Service’ line . . . for example, the starred list of quality 
leaders on the left... which convinced them that never before was an 
appliance line so replete with selling aces. 

And promotion . .. PROCTOR is backing each item of this line of 
leaders, and seasonal selling groups of them, with aggressive advertising 
and store promotions that are sure to keep sales stepping lively day by 
day through the fall and the holiday season ahead. 

Dealers everywhere are growing more and more PROCTOR-con- 
scious ... gaining importance as complete-line PROCTOR customers .. . 
going places in appliance selling with PROCTOR cooperation. A few 


choice territories are open for established distributors. Why not write? 


PROCTOR & SCHWARTZ ELECTRIC COMPANY - PHILADELPHIA 

















A Section Devoted to Manufacturers’ Descriptions of Their Products 





85-Watt Mercury Vapor Lamp 


Designed for scientific and industrial 
use, this new 85-watt mercury vapor 
lamp produces more than three times as 
much light for the current consumed 
as do incandescent lamps of similar watt- 
age. Contains no filament, the light being 
produced by a tiny column of mercury 
vapor less than an inch long, within a 
sealed quartz tube. This tube is enclosed 
in an outer glass bulb 54 in. long and 
13 in. in diameter, equipped with standard 
screw base. Light from the lamp is pre- 
dominantly bluish in color, with more red 
in it than in the usual mercury vapor 
lamp. Blends well with incandescent 
lamps to produce a light similar to day- 
light. Available for standard a.c. circuits, 
a small transformer being necessary for 
each lamp. General Electric Vapor Lamp 
Co., Hoboken, N. J.—Electrical Whole- 
saling, August, 1936. 


Water-proof Switch 


Enclosed in heavy gauge steel, these 
safety switches are dust-tight and water- 
proof. Structurally stronger, they are 


free from breakage. Listed and approved 


by Underwriters’ Laboratories, for use 
in atmospheres containing metal, coal, 
coke or other dusts, also grain ware- 
houses. Corners, joints, handle and hub 
assemblies are arc welded. All fittings 
attached by special riveting. Gasketed 
covers fastened by wing nuts of non- 
corrosive metal. Rust-resisting primer 
and two coats of baked enamel on boxes. 
Quick make and break. Comes in 30, 
60, 100 and 200 amperes, 3 pole, single 
throw. List prices from $36.50 to $187. 
Trumbull Electric Mfg. Co., Plainville, 
Conn.—Electrical Wholesaling, August, 
1936. 
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Odor Disseminator 


Equipped with brackets to hold bottles 
of an aroma or deordorant, which is dis- 
seminated into the air stream through 
“Vacutop” closures, this fan deodorizes as 
well as cools. Several ordors are avail- 
able, including a balsam odor which is 
said to be beneficial to hay-fever patients 
and an “ozone odor” which is recom- 
mended for rooms where cooking is done 
or much tobacco used. So that the 
deodorizer can be used during the winter, 
the fan cabinet is equipped with hinged 
doors, which when closed prevent notice- 
able draft, yet give good circulation of 
desired odor. Fan is built in cabinet, 














styled to harmonize with furniture. 8 
or 10 in. models. Operates on 110 volt 
ac. or d.c. Weight 83 pounds, complete 
with disseminator bottles. Ira E. Baker 
Co., Cleveland, Ohio.—Electrical Whole- 
saling, August, 1936. 


Battery Radio 


Designed for use on farms, in camps, 
and other unwired locations, this “Kadette 
Model 500” is self-contained. Walnut 
cabinet holds three heavy-duty “B” bat- 
teries, and one 2-volt “A” storage bat- 
tery. Superheterodyne with two bands. 
Standard broadcast, 550 to 1600 kilocycles, 
180-555 meters. American-foreign short 
wave, 18 to 55 meters. Airplane dial. 
Vernier drive tuning. Automatic volume 
control. Has 68 in. dynamic loudspeaker. 
Cabinet is 24 in. wide, 11 in. high and 
11% in. deep. International Radio Corp., 





Ann Arbor, Mich.—Electrical Wholesal- 
ing, August, 1936. 








Electric Marker 


Designed to provide clear marking on 
practically any material, whether metal or 
non-conductor, this electric marker cuts 
permanent lines into the surface. It may 
be used to number parts and stock, mark 
glassware, test tubes, pottery, bakelite and 
similar materials. It is 6% in. overall and 
handles like a pencil. Point does not 
stick in surface. Operates on 110 volt, 
60 cycles ac. Consumes 75 watts. 
Weighs 2 pounds. Unit comes complete 
with six-foot cord with plug and snap 
switch. Ideal Commutator Dresser Co., 
1047 Park Ave., Sycamore, Ill—Electri- 
cal Wholesaling, August, 1936. 


Surface Raceways 


Designed to provide extensions under 
desks and tables some distance from exist- 
ing outlets, this line of “Wiremold” metal 
raceways is beveled to reduce possibility 
of tripping. Cross or “T” joinings may 
be made by the “Pancake’ junction box. 
Also included in the line is a telephone 
outlet, and the “multi plug-in strip.” This 








strip is in two parts the channel, which 
is mounted in position, and the cover, cut 
in lengths to fit space between outlets. 
Outlets may be mounted on centers as 
close as 3 in. or any distance apart, and 
can be placed either singly or in groups. 
Strip may be mounted above baseboard. 
Holds nine No. 12 wires, providing four 
circuits in a single raceway. The Wire- 
mold Co., Hartford, Conn.—Electrical 
Wholesaling, August, 1936. 
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THESE TWO LITTLE DEVILS 








[BOYAM I SICK! 
| CANT HOLD OUT 











DIG BIG HOLES IN YOUR 
CUSTOMER’S PROFIT— 
AND HE KNOWS IT! 


MUCH LONGER, BAD CLIPS AND FAULTY FUSES 


‘AND WE FEEL) 
FINE~ 


NO JOB IS TOO 
TOUGH FOR US, 











Here you have the two primary causes of 
wasted millions of dollars in burnt fuses, 
clips, ruined material and equipment, plus 
enormous loss in production caused by un- 
necessary blowing of fuses and tremendous 
waste of current due to excessive heating. 
“Doubling up” fuse links in a frantic effort 
to cure the situation only increases fire and 
accident hazards. Switching from one fuse to 
another is adding expense unless your customer 
switches to a different fuse—a fuse with a 
powder-packed element. And he surely can- 
not eliminate trouble by installing mechari- 
cal devices with a multitude of delicate parts. 


THERE IS ONLY ONE REMEDY 
GUARANTEED TO GIVE QUICK 
AND SATISFACTORY RESULTS — 
SEE HIM TODAY! SELL HIM — 


| (kites 


TRICO FUSES and KLIPLOK CLAMPS 


TRICO Fuses were expressly designed to accommodate 
only the correct TRICO Renewal Element with a su- 
perior time-lag that only powder-packed elements can 
give. “Foreign links” cannot be used. It is this non- 
interchangeable tamper-proof feature that assures safe 
and dependable protection year after year. 


TRICO FUSE MFG. CO. 


KLIPLOK Clamps should be installed on new and old 
equipment as quickly as possible. They literally bolt 
the parts together. You can feel the destroying tem- 
perature disappear a few moments after they are 
installed. Performance records show that KLIPLOKS 


pay for themselves over and over again. 


COLORTOP 
FUSES 


COLOR 
TELLS SIZE 





OPTO-MATIC 
OILERS 


SAVE OIL AND 
BEARINGS 





FUSE 
PULLERS 


NON- 
BREAKABLE 





RENEWABLE FUSES 
WITH 
NON-INTERCHANGEABLE 
TAMPER-PROOF 
POWDER-PACKED 
ELEMENTS 





ONE-TIME 
FUSES 


BUILT FOR 
SERVICE 


a> Se a Se Oe Ok > ae © kOe ie ee 
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Dept. K. MILWAUKEE, WIS., U.S.A. 
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DRIP-DROP 
OILERS 


SAVE OIL AND 
BEARINGS 





F 


KLIPLOK 
CLAMPS 


SAVE FUSES 
AND CLIPS 























NEWS 


FROM WIREMOLD 


“ Some more LUMILINE 
business for our 
contractor friends!” 















WIREMOLD 
DIRECTIONAL 
LUMILINE REFLECTOR 


Provides an UNINTERRUPTED 
REFLECTING SURFACE, extend- 
ing continuously to any distance. 
Illustration at left shows Wiremold 
Lampholder Base No. 1127C—a 


single receptacle for use at end 
of run—together with 1110B end 
fitting. 


“A Reflector That May Be Set in Any One of Five Directions!” 


geen’ 


CROSS SECTION APPROXIMATELY ONE-QUARTER SIZE 





THe WiremorD 


HARTFORO,.CONN. 


















Electric Hair Brush 


Introduced by the manufacturer as a 
“guaranteed means of checking dandruff 





and growing new hair,” the “Sur-Way” 
electric hair brush can also be used for 
electric massage in the relief of sprains, 
headaches, and various nervous disorders. 
Cn-off switch controls amount of current 
in brush. Massage is done with back 
of brush. Operates on either a.c. or d.c. 
current Lists at $15.00. Thompson Mfg. 
Co., 1517 W. 7th St., Los Angeles, Cal.— 
Electrical Wholesaling, August, 1936. 


Unit Air Conditioner 


Requiring no special installation of 
plumbing or electrical work, this unit 
air-conditioner is intended for use in the 
average room. Equipped with three 
small, hermetically sealed cooling units. 
These units start automatically one after 
the other so as to avoid an overload on 
an ordinary lighting circuit. Can be 
plugged in anywhere without special wir- 
ing. A telescopic duct, run through a 
partly-open window introduces fresh air 
for adequate ventilation and for cooling 
the condensers. Comes in solid wood 
cabinet, walnut veneer. Known as GE 
FC-2. General Electric Co., Bloomfield, 
N. J.—Electrical Wholesaling, August, 
1936. 


Automatic Toaster 


Completely automatic, this “Universal” 
toaster makes two slices of toast simul- 
taneously. Bread slides in at side, no 





reaching over hot coils. “Selective Toast 
Minder” can be set to control degree of 
brownness. Toast is delivered automatic- 
ally when ready. Full chromium plate 
finish. Black bakelite handles and feet. 
Six-foot art silk cord with push button 


switch. Fully guaranteed. Lists at 
$14.95. Landers, Frary & Clark, New 
Britain, Conn.—Electrical Wholesaling, 


August, 1936. 
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... pave the way for profits 





Cash in on the added, profitable business developed by the promotion of 
General Electric Mercury Lamps. More than a million messages a year 
are being sent through these trade and business papers to your customers 
throughout industry. Direct mail and editorials are stimulating an ever- 
increasing interest in this modern light source. 

Field men of both the Incandescent Lamp Department and the General 
Electric Vapor Lamp Company are ready to assist you in every way... 
to show you how you may best promote the sale of “Industry’s Most 
Efficient Light.” 

General Electric Mercury Lamps are now supplied in two sizes: The 
400-watt size, which burns vertically; and the 250-watt lamp, for universal 
| burning or where a lower wattage is desirable. Both lamps are building 
/ added business for wholesalers everywhere. Write for complete details. 





, “owt GENERAL @ ELECTRIC 


Order your auxiliary devices which were de- 





pear onpeeeny for ae ee tg Gen- 738H 

eral Electric Vapor Lamp Company. Order your : 

lamepe from any of the seventeen Sales Bivi. General Electric Vapor Lamp Co. Incandescent Lamp Department 
sions of the Incandescent Lamp Department. 891 Adams Street, Hoboken, N. J. Nela Park, Cleveland, Ohio 
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ENAMELKOTE 
GALVAKOTE 
ELECTRICTUBE 


HOTKOTE 


\/ E invite your most critical 
inspection of these finer 


brands of conduit. Increasing de 


mand for these products place 
those directly responsible for dis 
tribution in line for some of the 
prefit. Your customers will also 
save time and money on the job 
because of the easy working 
qualities. For full details see our 
full page advertisement in the 
Buyers Reference Number of 
Electrical Contracting. Samples 
and descriptive literature will be 


gladly sent on request. 


CLAYTON MARK 


& CO. 


OPERA BUILDING 
ig ite Veremi as 


Gaseous Mold Killer 


Of great potential value to the meat- 
packing, baking and food manufacturing 


industry, this new low-wattage, gaseous 
conductor device produces radiations 
which are germicidal to mold spores in 
the air. Baked goods, treated with the 
rays from this “Sterilamp,” remain mold- 
free for longer periods. Used in refriger- 
ator storage rooms, meat can be “aged” 
at higher temperatures, saving time and 
weight shrinkage losses. The “Sterilamp” 
is a slender glass tube, containing a small 
quantity of special gas. Electricity sent 
through the gas produces germicidal rays. 
In refrigerated display cases, these lamps 
keep the cases sterile, and drive out in- 
sects. “Sterilamps” installed inside the 
air duct are effective for purifying con- 
ditioned air. With alternating current, 
the only necessary equipment needed for 
use of the lamp is a transformer, from 
which three or four lamps can be op- 
erated. The power for two lamps, plus 
that consumed by the transformer, is less 
than that required to operate a 25-watt 
incandescent lamp. Westinghouse Lamp 
Co., Bloomfield, N. J.—Electrical Whole- 
saling, August, 1936. 


Intermediate Frequency Transformer 


Designed as a remedy for the instabil- 
ity of alignment and mechanical shifts of 


|capacitants which have been inherent in 
|many previous designs of condenser- 
|trim i-f transformers, this new inter- 
mediate frequency transformer is known 
as Type P. “Polyiron” cores of the 
primary and secondary coils are adjust- 
able with screw threads. The inductance 
values are not affected by vibration, 
humidity, or temperature changes. Fixed 
sealed condensers are permanently con- 
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nected across the inductors. Character- 
ized by high gain and narrow band. 
Aladdin Radio Industries, Inc., 466 W. 
Superior St., Chicago, Ill—Electrical 
Wholesaling, August, 1936. 


Five-Tube Battery Radio 


Known as B-250, this cabinet model bat- 
tery radio holds all necessary batteries. 
Table model also available. Five-tube, 
superheterodyne receiver has a broadcast 
range from 540 to 1,725 kilocycles and 
is designed for use with 2-volt, air-cell 
“A” battery or one 3-volt dry cell bat- 
tery. Has two double-purpose tubes, thus 
providing seven-tube effectiveness. Pen- 


tode output, permanent magnet speaker 
and low battery drain. 
$25.00; 


Cabinet model 


lists at table model, 





Crosley Radio Corp., Cincinnati, Ohio.— | 


Electrical Wholesaling, August 1936. 


Alternating Current Relay 


Available for operation on voltages 
from 2 to 230 volts, this a.c. relay can 
be furnished with as many as 4 pairs 
of contacts and has a capacity of 10 am- 





peres per contact. The coil is wound on 
a moulded bakelite bobbin. Simple con- 
struction makes possible quiet operation 
and low cost. G-M Laboratories, 1735 
Belmont Ave., Chicago, Ill—Electrical 
Wholesaling, August, 1936. 


Armored Cable Support 


Convenient for changing wiring on tem- 
porary or permanent jobs, these light 
weight clamps for supporting hanging or 
armored cable can be moved with speed 
and ease. Permit cable to be run at all 
angles and directions. Eliminate neces- 
sity of drilling the framework, thereby 
saving time and labor and preventing 
weakening of steel beams by drilling holes 
through them. Will not shake lose. 
Weight per clamp, 1.8 pounds. Lists 
from $12 to $13.50 per 100. Fullman Mfg. 


Co., 1209 Jefferson St., Latrobe, Pa— | 
Electrical Wholesaling, August, 1936. 
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$19.99. 





Get ALL FIVE When You 
Buy Wireholders 





1. Jig Assembly for 
Perfect Alignment 


2. Patented Process - 
Screws CAN’T Come Loose 


3. No Metal Exposed , 
No Rust Stains 


4, Knife-Edge Threads 
for Easy Installation 


5. Jumbo Frictionless Wireway 
NEVER Injures Insulation 


SERVICE WIREHOLDERS 
made by 


PORCELAIN PRODUCTS, Inc. 


Parkersburg, West Virginia, U. S. A. 
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Sell these 
Private 
Telephone 
Systems 


over the eounter ! 


SERV-U-FONE telephone systems now en- 
able the electrical wholesaler to cultivate an 
entirely new and profitable market. For 
the first time, private communication systems 
can be sold over the counter like other 
electrical appliances and, since they are 
priced exceptionally low, every home, office, 
and shop becomes an active prospect. 


Operating on dry cells, these full-electric 
telephone systems provide service formerly 
obtainable only in high-priced systems. They 
can be installed by anyone, using ordinary 
household ‘tools. They are conveniently pack- 
aged in small boxes, plainly labeled and 
coded, so that proper combinations can be 
easily selected to suit any requirement. 


Electrical jobbers—show Serv-U-Fones to 
your dealers, house-furnishing buyers, dep-rt- 
ment stores and contractors—they represent 
an excellent market. Priced as low as $12.00 
(for the 2-station system), these systems 
come in graded sizes up to 10 stations 
capacity. Send for catalog and confidential 
discount sheet. Only a few territories still 
available. 





SERV-U-FONE systems are de- 

signed for private service. They 

cannot be connected with the 
public telephone system. 


American Automatic 
Electric Sales Company 
1033 West Van Buren Street 

Chicago 
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Personals 


Maurice GRIFFITH is new counter 
man, and Git SATTLER is now doing 
the bookkeeping for Ackerman Electric 
Supply, Grand Rapids. 


GLENN F. Epwarps is selling in 
Nebraska, So. Dakota and Wyoming 
for General Electric Supply Corp. of 
Denver. Louis PEINE, radio special- 
ist, is a new man on the inside. 


J. G. Parisu, outside salesman, and 
C. I. Disney, covering the city, are new 
additions to the sales force of National 
Electrical Supply Co., Washington. 


N. H. Bass has been employed by 
Midwest Distributing Co., Chicago, to 
contact the trade in the state of 
Wisconsin. 





| Roy W. Haegce, until recently in 
charge of supply sales at the Akron 
branch of the General Electric Supply 
Corp., has been transferred to the 
Cleveland house as industrial and rail- 
road specialist. He has been replaced 
at Akron by C. E. McCrintock, for- 
merly an_ electrical contractor in 


Erie, Pa. 





Howarp E. ARNOLD is now represent- 
ing the Chicago Flexible Shaft Co. in 
the Denver territory. 


Davin Burcu, city salesman, and 
PorTER MITCHELL, at the counter, are 
new members of the sales force at 
Glasco Electric Co., Kansas City. 


J. H. Mayer, Graybar manager at 
Denver, has recently been transferred 
to Cleveland. He is succeeded at Den- 
ver by S. B. Harpin, formerly at Kan- 


sas Citv. 








+They Won’t Be In Today. R. F. 


Downing (left) Manager of the 
Newark office and L. E. Latham, 
vice-president, sales manager, E. 
B. Latham & Co., off to get a 








prize at the outing of the Elec- 
trical Association of N. Y. 
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50 Amp. 


SYNCHRONOUS 
TIME SWITCH 








A thoroughly reliable, high quality time 
switch that will give many years of de- 
pendable service. 

The result of over 26 years of exclusive 
time switch manufacture, this product 
offers the latest in design and con- 
struction. 

Approved by the Underwriters’ Labora- 
tories and fully guaranteed by the manu- 
facturer. 


Write for complete literature 


RELIANCE AUTOMATIC 
LIGHTING CO. 


1911 Mead St. Racine, Wis. 




















BELLS-BUZZERS- 
TRANSFORMERS 


SIGNAL Bells, Buzzers and 
Transformers are widely known 
for their high quality and low 
price. The bells are available in 
2%”, 3”, 4”, 5”, 6”, and 8” sizes, 
single and double coil. SIGNAL 
also offers a complete line of 
skeleton and weatherproof bells. 
Write now for literature, prices, 
and discounts. 


SIGNAL ELECTRIC MFG. CO. 
Menominee, Michigan 


OFFICES IN PRINCIPAL CITIES 


ie Vi 
IGMAL 


Ooi 




















* Proud Willie. Sure ’nough Wil- 
liam “Willie” Swanson who handles 
deliveries for McNish-Frye Electric 
Co., Nashville, is proud of that new 
truck. A coat of wax several times 
a year, plus a wash job, possibly too 
often to suit Willie, is going to keep 
it new looking. All in all, though, 
Willie doesn’t mind for there’s noth- 
ing quite like a good appearing 
truck. 





EDWARD JOHNSON, formerly with the | 
Bay State Supply Co., Waltham, Mass., | SUres maxi 


has been appointed manager of the 
Waterbury branch of the Capitol Light 
Supply Co., Hartford. Lester Gorr has 
been made manager at Hartford. 

THOMAS KELLEY has been trans- 
ferred from Philadelphia to the Boston 
office of the Bull Dog Electric Products 
Co. 


WILLARD RICHARDSON, recently man- | 


ager of the General Electric Supply 


| Of Interest to Wholesalers 


REDUCE 
EXPLOSION RISK 


in 


Gas or Dust-Filled Rooms 
With Appleton Explosion-Proof 


Unilets on duty in all hazardous loca- 
tions, there is no possibility of electrical 
detonaiion of gas or dust. These fittings 
‘insure safe wiring, protect your workmen, 
and materially reduce insurance rates. 
| Appleton Explosion-Proof Unilets are ap- 
| proved by the Underwriters’ Laboratories. 


Malleable iron construction in- 

imum durability and long wear. 

Cadmium coating resists corrosion and 
rust. 





Type “EVA” 

Explosion-Proof 

Lighting Fixture 
(100 and 200-Watt) 





Write today for Bulletin 1003 that 
presenis valuable information on_ this 
important type of wiring. There is no 
charge and no obligation. 





Type “‘CEST”’ 
Explosion-Proof 
Receptacle Equipment 
omplete with 
Type “CPH" Piug 














Corp.’s Worcester branch, has been as- | 
signed to the Vermont territory, trav- | 
cling out of Springfield. Grorce D. | 
MERRILL, formerly in charge of cus-| 
tomers’ service at the Boston office, | 
has succeeded Mr. Richardson at Wor- | 
cester. 





Epwarp Rocue has joined the Sager | 
Electrical Supply Co., Boston, and will | 
cover the middle Bay State territory, | 
working out of the Worcester branch. | 


“EFSC’’ Motor Con- 
Push Button Station 


Type 
trol 





“CPSIC” 


Type 
Unilet Complete with 
Lift Cover (Closed) 





MDS Series Explo- 


sion-Proof Unilets 














Sold Through W holesalers 


APPLETON ELECTRIC COMPANY 
1734 Wellington Avenue, Chicago, U. S. A. 
Detroit—i621 Woodward Ave. 


St. Louis—420 Frisco Bidg. 
Atlanta—541 Whitehall St., S.W. 


New York—76 Ninth Avenue 
San Francisco—655 Minna St. 
Los Angeles—340 Azusa St. 


| APPLETON 
| Explosion- Proof 
UNILETS 


Reg. U.S. Pat. Off. 





+He’s on last 


month’s sales. 


Checking 
And 


Up 
A. E. Loeb, 
president, Loeb Electric Co., Co- 


or 
re- 


everything, 
showing a 


lumbus, reports 
most everything, 
spectable increase. 
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ANOTHER QUALITY 









Behind The Counter of Stokes 
Electric Co., Knoxville, are three 
of the men who do their best to 
see that one and all get service. 


F. L. Lee, at the left, has charge 4 
of counter sales. Next is one of F 
the outside salesmen, J. D. White. 4 
The books are kept by R. V. : 


Franklin K. Lane, 
High-School, N. Y. City 





Arc Electrical Construction Co., Inc., Contractors Freshour. 

Armored Cable — ° e . e 

Armored Service Entrance Cable No wiring installation 1s more Im- 

Annunciator Wire and Cable e 

Bare Copper Wire and Cable portant than that done in schools. 

Control Cables, Braided and Lead e e e bs NJ 

Flameproof Wire and Cable The safety of many precious lives Frade Bulletins 
exibie ords an abies . 

Flexible Steel. Conduit is at stake. The above is an 

Lead-covered Wires and Cables ° ° 

Magnet Wire example of the modern type of Air Circulators—Catalog X1158. 8 pp. 


Non-metallic Sheathed Cable 


Non-metallic Parkway Cabl school buildi ; : Illustrated. Describes various types of 
Va ding in which Crescent air circulators, with mounting methods 


Power Cable ire is i : . : 
Rubber Insulated Wire and Cable Wire is installed. Cio tio. 
1 A + ° ’ . 


Rubber Sheathed Portable Cords 
Signal Cables 
ee ee Cables Ceiling Fans—Catalog X1120. 16 pp. 
¥ Illustrated. Descriptions, wiring  dia- 
grams and prices of complete line of 
ceiling fans including combination fan 
and lighting units—Emerson Electric 
Mfg. Co., St. Louis, Mo. 


s M P aa / | > N T I T ? Control—Revised industrial catalog fea- 
A BEST SELLER! turing electric control devises, including 


new line of a.c.-d.c. manual and automatic 
_ motor controls—Ward Leonard Electric 


T "re Co., Mount Vernon, N. Y. 
enth Annual Floodlights — Circular GEA-2357. 


Illustrations and diagrams describing 








Special Wire and 
Cable to meet all 
Specifications 




















“VERIFIED” new line of aluminum floodlights, Types 
AL-43, AI-48 and AL-49.—General 
DIRECTORY Electric Co., Schenectady, N. Y. 


SOLDERLESS CONNECTOR f Lighting—Catalog No. 40. 96 pp. 
Oo 


NOTICE: The triangular wedge formed by Fortieth Anniversary Issue. Descrip- 
tions, with illustrations of typical instal- 





the tang and V-bottom collar 
which forces the wire into a solid ELECTRIC AL lations, for theatrical, decorative and 
a. aa spectacular lighting equipment.  In- 
set-screw contact... —Kli ee. " h ; 
NO flattening or separating off | WHOLESALERS ae eee 
wires... 
NO limitation to one size wire . . (Completely Revised) Lighting Facts—44 pp. Illustrated. 
wo aoe — whatsoever o ae “Datalog” describes newest equipment 
mh apo “ s required to for scientific lighting with data on light- 
sisi taicnaae : si sche ou i More than a mailing list. ing procedure—The MHolophane Co., 
0 searc an . ° 
Me Contains detailed informa- 342 Madison Ave., New York City. 
tion on 1,080 active whole- Lighting Fixtures—18 pp. Illustrated 


handbook covering new line of residen- 


saling establishments. Many tial fixtures including matched hangers 





























new listings included. and wall fixtures with specifications and 
tie prices—The Miller Co., Meriden, Conn. 

Ilsco solder lugs show the size of the largest Single Copies $15 Load Center—-12-page booklet, intro- 
wire they will take. ducing new domestic type circuit breaker 
Descriptive folder on request. with illustrations and diagrams showing 
FREE—A large display board, on construction and applications—Square D 

containing mounted samples of Co., 6060 Rivard St., Detroit, Mich. 
ILSCO lugs. Sent upon request. McGraw-Hill Publishing Co. Mercury Floodlights—Circular GEA- 
330 West 42nd St., New York Cit 2358, illustrates and describes mercury-in- 
ILSCO COPPER TUBE & PRODUCTS, INC. r candescent floodlights models 2AL46CAZ1 
5629 Madison Road, Cincinnati, Ohio and 2AL45CAZI1, also pole-top trans- 
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formers, designed especially for filling sta- 
tions.—General Electric Co., Schenectady, 
N. ¥; 


Oscillator—4-page folder, describes a 


beat frequency oscillator with range of 30 | 


to 15,000 cycles and gives applications, 
principles of operation and circuit dia- 
gram.—RCA Mfg. Co., Camden, N. J. 


Pliers—Folder illustrates and de- 
scribes linesmens’ cutting pliers, cable 
cutters, lamp base extractor, with cata- 
log numbers and prices—Wm. Scholl- 
horn Co., New Haven, Conn. 


Ranges—Leaflet A256. 4 pp., illus- 
trated. Describes six new models of 
electric ranges. — Standard Electric 
Stove Co., 1712 N. 12th St., Toledo, 
Ohio. 


Reels—Bulletin 503. Lists reels for 
cable and cord, air hose, air and paint- 
fluid hose—Appleton Electric Co., 1701 
Wellington Ave., Chicago, Ill. 


Ventilators—Nos. 1163 and _ 1164. 
Folders describing exhaust fans and 
ventilating fans. Suggested installa- 
tions, including attic ventilation —Emer- 
son Electric Mfg. Co., St. Louis, Mo. 


TRAIT ECR ee 





Rates: Fifty words or less, one insertion 
$2.00, additional words two cents each. 
Payment in advance is required for ad- 
vertising in this column. 


Lines Wanted 


Manufacturer’s Representative, south- 


eastern states, calling on_ electrical 
jobbing trade. 28 years’ experience 
traveling same territory. Would like 
additional lines of commercial and 


residential lighting fixtures. Best of 
references. Box 80, ELectricaL WHOLE- 
SALING, 330 W. 42nd St., New York City. 


Manufacturer’s Representative, cov- 
ering the Chicago territory for ten years, 
and with established wholesale contacts 
desires to add reputable line to the one 
now carrying. Box 81, ELectricAL WHOLE- 
SALING, 330 W. 42nd St., New York City. 








+Owner And Manager sit down 
together for a discussion of this 


and that. J. B. Carson, general 
manager, Kingsport (Tenn.) Elec- 
tric Co. at the right,, and the 
owner, S. K. Lindsay, are the con- 
ferees. Mr. Carson reports things 
moving right along. 








Levotier 





ACTUAL SIZE aa 
10 Amp. “T” 125 Volts 
5 Amp. 250 Volts 


Switch © = 


Now you can supply McGILL Le- 
volier Switches for heavy duty 
service—the only 10 Amp. canopy 


pull chain switch made. 
No. 1010 saves extra wiring 


The 
ex- 


pense — controls 1000 watt type 
lamps from the canopy. Equipped 
with plain levers, fiber levers or 


cord controls. Approved by 
derwriters’ Laboratories and 
ed with “T” rating. 
Sold only through jobbers. 
Packed 10 in a carton, 50 in a 


standard package. 
Write today, Box 636. 


|) PACGILL 


MANUFACTURING CO. 








ESTABLISHED 1004 


VALPARAISO - INDIANA 


Un- 
list- 















Win, 


MABE: hay 


contact springs 

to provide greater 
resiliency, giving 
longer life 


Heavy inner contact 
spring to give good 
electrical contact 











Sebi at 
PrERS 
TPEeREe 


NO. 480 "BULL DOG" ARMORED 


CABLE SUPPORT 


A *epepbbeas 





Step Up Your Sales 
with FULLMAN 


The rising construction market 
offers a real opportunity for 
wholesalers to profit with “Lat- 
robe" line of floor boxes and 
wiring specialties. Contractors 





A new, lightweight, strong clamp for 
supporting or hanging cable to steel 
framework. Permits hanging from any 
angle. Best and most economical way 
of temporarily or permanently installing 
armored cable in buildings of steel 


like Latrobe products because 
of their practical design and 
ease of installation. 








construction. 





NO. 470 PIPE OR CONDUIT 
HANGER 


Pipe support can be turned freely, per- NO.330 "LATROBE" TOM 
ent THUMB UTILITY OUTLET 


mitting pipe to run parallel, or at right 
angles to beam. Eliminates drilling or 
use of straps. Will accommodate sizes 
of %”, %” and 1” pipe to steel beans 
%” thick. 
Fullman also offers Insulator Supports, 
Fish Wire and Conduit Benders. 


Write for complete catalog 











For 
tions, 
free 


use in wood ——_. LATROBE, 
aa athe a ae PENN. 


FULLMAN 
MFG. 
CO. 


chanical injury. 
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has stood 
the 

Test of 
Time 


Since 1873 Yager's soldering salts 
have been recognized as a qual- 
ity product, making new friends, 
keeping old ones. 


Priced Right 


Yq pound cans. . . $0.50 ea. 

1 poundcans... .80¢ea. 

5 poundcans... 3.00 ea. 
Less by reshipper cartons. 








Ask for 
FREE SAMPLE 


Alex R. Benson Co. Ine. 
Hudson, N. Y. 


















OVERHEAD 
AND 

UNDER- 

GROUND 








All ci 


Ready Acceptance 


Wolverine 
Splicing Sleeves makes them a _ profitable 


The ready acceptance’ of 
item, Users know their quality and pre- 
fer them. 


They always fit the rated wire or strand 
without a struggle. Soft anneal makes 
easy twisting and twisting hardens to 
full strength. Joint has twice conductiv- 
ity of wire. 

Approved by Underwriters. Packed in 
handy shelf cartons. 


WOLVERINE 
TUBE. COMPANY 


1141 Central Ave., Detroit, Mich. 












YAGERS' 
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GENESEE BLOWERS 


For use on heating plants—hot air, hot water, 
steam or vapor. For burning rice and buck- 
wheat coal. Savings to 40% on fuel. Cheapest 
automatic heat available. Use Leland and Rob- 
bins & Myers motors exclusively. All merchan- 
dise guaranteed for one year. Attractive dealers 
and jobbers discount setups. Most diversified 
line produced—door or floor 

25 mounting—volume or pres- 
sure type—slow, standard or 

high speed—60 and 25 cycle 

MODELS or DC—Singles and twins— 
price range, list $14.00 to 

$82.00—domestic and industrial sizes. Prompt de- 
liveries always—carry complete stock at all times. 


GENESEE ELECTRIC PRODUCTS COMPANY 


Dept. EW, 82 St. Paul Street, Rochester, N. Y. 
Write for descriptive bulletin and discount sheet 














Made from solid brass rod. 
Each size plainly marked for easy stock keeping and 
reordering. 
Serews heavily rust-proofed. Sherman Connectors can 
be used over again when removed from temporary work. 
Neatly boxed and plainly labeled thereby insuring you 
of neat shelf stock. 
Ask for Trade Bulletin No. 18. 

Sold Thru Jobbers. 


‘| H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 














THE 
ORIGINAL 
SOLDERING 
PASTE 


“RKLEY SOLDERING PA” 
| BUTE EY | 


| enna 


t 





A uniformly good paste, that has 37 
years of success behind it, is the right 
one to carry. Burnley’s has a fine repu- 
| tation and costs no more. Stock it with 
| confidence—it’s approved by Under- 
writers’ Laboratories. 


Burnley Battery & Mfg. Co., 
North East, Pa. 











The Couch 
“POWERITE” 


AC to DC Rectify- 

ing Units for Tele- 

phone and Signal 
Installations. 


A fertile market 
exists amongst con- 
tractors who spe- 
cialize in Apart- 
ment House and 
other Telephone 
work, 


Write for Bulletin. 





S. H. Couch Co., Inc. 
No. 6-1-12 North Quincy, Mass. 


6 v., % amp. D.C. 














CLOCK 


controlled 


SWITCHES 


Ask Headquarters 
The TORK CLOCK COMPANY, Ine. 
Mount Vernon, New York 
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Smooth Sailing with 
SLIPKNOT.... 


—and a fair wind for wholesalers who cash 


in on the demand for Plymouth Tapes. 


PLYMOUTH RUBBER COMPANY. Inc. 
CANTON, MASS 


MANUFACTURED BY 


PLYMOUTH RUBBER COMPANY Inc. 


N CANTON, MASS. U.S.A. 


Manufacturers PLYMOUTH RUBBER COMPANY, Inc. 
Since 1896 CANTON, » » MASSACHUSETTS 





















For more 


pointers on 
HOW TO SELL 
BUSS FUSES 


Turn to your BUSS 
fuse book or to the 
BUSS price sheet in 


your binder. 


They contain much 
information to help 
you get over the story 
on “Fuses made to pro- 
tect not to blow.” 


The BUSS represen- 
tative is also at your 
service. Call on him 
for cooperation. He will 
be glad to work with 


you. 


1 \ \ quid YOUR Fuse 
\ \ wr sno 
4x 


BU $$ super-lag FUSES 














TELL IT TO ‘EM 
THIS WAY— 


IT MAY HELP YOU SELL FUSES 


Say to your prospect — “Electrical protective devices are supposed to open 
only when there is real trouble in the circuit — but experience has shown 
that many shutdowns are caused by trouble developing in the protective 
devices themselves. 


In fuses such trouble is generally poor contact that causes the fuse to 
overheat and open before it should — or a link being injured in renewing 
and therefore not able to carry its full load — or the trouble may be lack 
of timelag. This lets the fuse pop out needlessly on harmless overloads. 


To prevent the costly waste caused by protective devices opening 
needlessly —- BUSS developed the Super-Lag fuse. 


Poor contact in this fuse is prevented by a Fuse-case design that is so 
simple and practical that no place is left where poor contact might develop. 
Given good contact in clips a BUSS fuse will not overheat and open 
needlessly. 


Harmless or momentary overloads do not open the BUSS fuse because 
the long time-lag of the Super-Lag link gives them a chance to clear them- 
selves — without opening the fuse. 


Abolishing senseless interruptions of service—with safety—is undoubt- 
edly of interest to you, for your company must pay the bills when they 
occur.” 


Now go after the order. Get the prospect to install BUSS Super-Lag fuses 
in his plant. This will let the fuses themselves demonstrate their remark- 
able superiority. 


BUSSMANN MFG. COMPANY 


Division McGraw Electric Company 


ST. LOUIS, MO. 


MADE TO protect NOT TO BLOW 
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